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Rough Proofs 


“Tyeson tourist promotion,” head- 
lines ADVERTISING AGE, “makes small 
space count.” — 

And according to reports from 
that crowded resort area, so do the 
tourists. 
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Leon Henderson, whose current 
salary is said to be $75,000 a year, 
appeared at a banquet recently in a 
v-neck sweater. It was evidently 
a matter of choice, and not because 
he had lost his shirt. 
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In spite of its last-minute defeat 
by Great Lakes, Notre Dame has 
been acclaimed 1943 football cham- 
pion by the sports writers. They 
evidently figured that touchdown 
pass from Steve Lach to Paul An- 
derson was just a social error. 
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“Why does the school child de- 
light in a present for teacher?” 
subtly asks State Teachers’ Maga- 
zines, Inc. Well, maybe he thinks 
it will discount his past and im- 
prove his future. 
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Arthur Sherrill urges New Eng- 
landers to “beam at a visitor and 
give him the right directions down 
the highway.” 

Perhaps they don’t because they’ve 
discovered that the poor sap will 
probably make the wrong turn any- 
way, 
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“You don’t have to have a sale all 
the time,” says a department store 
executive. “If people have the 
money they’ll spend it.” 

But determined bargain - hunters 
are sure their day will come again. 
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After having done little to stop 
the Bankhead bill in the Senate, the 
Treasury is planning a real fight 
with the Representatives. Maybe 
they thought the Senate was too 
dignified a place to stage a rough- 
house. 
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With the big liquor interests pre- 
pared to sell you whisky, beer or 
wine hereafter, about the only real 
competition for John Barleycorn 
from now on will be supplied by 
Kid Koke. 
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The National Restaurant Associa- 
tion has set up a research depart- 
ment, and one of the things it 
should delve into is what has hap- 
pened to all the good-looking wait- 
resses, 
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Chere will still be plenty of prob- 

ns left to solve in the brave new 
vorld of the postwar planners, for 

lot of the classified advertisers 
Still insist on spelling it “mfgr.” 
v 
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The American Press Associa- 
i,” the ad says, “has several de- 
tments devoted to the problem 
getting space buyers home to an 
ly dinner.” 
Can’t a fellow have a night off 
e in a while? 
v 
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The Pulse of New York says 
tening to newscasts and commen- 
ies is declining. Maybe that’s 
‘ause the boys all seem to want 
talk about the same thing at the 
me time. 
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_ The 4th War Loan drive starts 
‘anuary 18, and the Treasury sin- 
erely hopes you will have recov- 
red from December 15 and De- 
sember 25 by that time. 


Copy Cus. 


Red Star Yeast & Products Co. is dis- 

tributing this new combination counter 

display and dispenser for nutrition fold- 

ers, backing the government's nutrition 

program by featuring the “basic seven" 

energy foods, with special emphasis on 
bread and its ingredients. 
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Margarine, Direct 
Mail Groups Seek 
Relief in Senate 


Washington, D. C., Dec. 2.—Direct 
mail advertisers and margarine 
manufacturers looked to the Senate 
finance committee studying the 
House-approved tax bill this week 
for relief from oppressive legisla- 
tion already adopted by the House. 

The direct mail advertisers ap- 
pealed for revision of the tax bill 
to eliminate the sharp increase in 
third class postage rates voted last 
week, while margarine manufactur- 
ers hoped to use the bill for a 
vehicle to repeal 57-year-old fed- 
eral taxes on the manufacture and 
sale of their product. 

Representatives of direct mail 
advertisers attended sessions of the 
committee throughout the week, 
and the National Council on Busi- 
ness Mail presented the case against 
an increase in third class postage 
through a large advertisement in 
Washington papers. 


Seek Repeal of 10c Tax 


At a hearing today, Sen. Burnet 
R. Maybank (D., S.C.) pressed for 
adoption of an amendment to the 
bill which would repeal the federal 
tax of 10 cents on a pound of mar- 
garine and exclude boarding houses, 
restaurants, private hospitals and 
schools from the $600 “manufac- 
turer’s tax” for coloring margarine 
which they serve. 

The Maybank amendment was 
resolutely opposed by Sen. Bennett 
Champ Clark of Missouri, who said 
colored margarine could be used to 
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Ayer Expands Use 
of Agency Name on 
Clients’ Ad Copy 


Philadelphia, Dec. 1—N. W. Ayer 
& Son isn’t officially promoting use 
of its agency signature on adver- 
tisements, but it takes the stand 
that there’s a lot to be said for the 
practice. 

The experiment in use of agency 
name on the copy, as well as the 
signature of the manufacturer 
whose product is talked about, was 
initiated by Ayer last September 
when Webster-Eisenlohr, Inc., New 
York, dropped its long - familiar 
single-column black and white ads 
for Webster cigars, substituting 
four-color full pages monthly in 
Life and The Saturday Evening Post 
(AA, Sept. 13). The campaign is 
to continue through 1944, and the 
Ayer “brand” presumably will ap- 
pear on all subsequent Webster 
messages. 

The agency does not assume the 
role of fathering the agency signa- 
ture idea, nor does it insist that 
every client it serves permit use of 
“N. W. Ayer & Son” on the adver- 
tising message. On the other hand, 
the agency makes no distinction be- 
tween large and small advertisers, 
permitting use of the name on such 
small-space messages as school ad- 
vertising in the school section of 
Redbook. 

Following the Webster-Eisenlohr 
campaign, other national advertisers 
soon moved into print with copy 
which bore the Ayer name. Color 
pages for De Beers Consolidated 
Mines in September issues of Life 
and Time carried the Ayer by-line. 
Likewise the Ayer name took its 
place on the current series of four- 
color, full-page “True Towel Tales” 
in behalf of Cannon Mills, New 
York, depicting actual scenes re- 
ported by service men from battle 
stations all over the world. National 
magazines are carrying the Cannon 
series. 

First Ayer-signed copy scheduled 
in newspapers broke during the 
week of Nov. 10, in a long list of 
dailies. This campaign is running 
in behalf of Regal Shoe Company, 
Whitman, Mass. 

Other advertisers in the long list 
of Ayer accounts who approve the 
policy of agency signature and per- 


include American Export Lines, 
New York; Cliquot Club Company, 
Millis, Mass.; Farnsworth Television 
& Radio Corporation, Fort Wayne, 
Ind.; Felt & Tarrant Mfg. Company, 
Chicago; Steinway & Sons, New 
York; and Yardley & Co., New York. 


| 
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mit use of the name in their copy, | 


Ad Groups “Gang Up’ on 


Bankhead Bill 


in House 


Ford Account to 
Thompson; Expect 
Chrysler Switches 


Detroit, Dec. 2.—All Ford adver- 
tising has been placed with J. Wal- 
ter Thompson Company, effective 
Dec. .1, Ford Motor Company re- 
vealed this week. 

The account, ADVERTISING AGE 
learned, will be handled under the 
direction of the Chicago office of 
JWT, but a Detroit office may be 
opened later. Harry Mitchell, now 
in the Chicago JWT office, and 
formerly Detroit manager for J. 
Stirling Getchell, is understood to 
be a key factor on the account. 

Details of the Ford-Thompson 
setup have yet to be ironed out. The 
situation is said to be complicated 
somewhat by the fact that J. Walter 
Thompson has already _ released 
some insertion orders for next year 
for Chrysler institutional advertis- 
ing, an account recently secured by 
this agency. 

News of the Ford agency switch 
caused great excitement in automo- 
tive advertising circles, principally 
because agency relations of both 
Ford and Chrysler have been in a 
somewhat foggy state lately, and it 
is expected that the new Ford move 
will go far toward clarifying the 
situation. 

Ford, a reluctant entry in adver- 
tising ranks, first became a major 
advertiser under the Ayer banner, 
where the business stayed until 
McCann-Erickson developed a spe- 
cial dealer campaign which mush- 
roomed into millions of dollars, 
although in theory at least the ad- 
vertising was not factory-controlled, 
and had to be sold individually to 
Ford dealer groups. Maxon stepped 
into the picture before the war, first 
taking over Lincoln copy, then Ford 
trucks, and finally garnering the 
passenger cars. 

Placing of the Ford business with 
J. Walter Thompson proved espe- 
cially surprising to most observers 
because of this agency’s recent suc- 
cess in getting some of the Chrysler 
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dealers. 


son Company, effective Jan. 1. 


Burnett Company, Chicago. 


Last Minute News Flashes 


Castle Backs Dealers with Newspaper Drive 

New York, Dec. 3.—Castle Films, Inc., during Christmas week will use | 
| 600-line advertisements in 39 newspapers in 29 cities featuring Castle's | 
News Parade of 1943 and other new films for home showings. 
sertions are being run to stimulate after-holiday sales of photographic 
J. M. Mathes, Inc., handles the account. 


The in- 


Lever Shifts Vimms to J. Walter Thompson 

New York, Dec. 3.— Lever Brothers which zoomed into the vitamin | papers 
field with a million dollar budget for Vimms, attaining national distribu-| Council also appeared 
tion in July, 1942, via extensive promotion placed through Batten, Bar- | 
ton, Durstine & Osborn, has transferred its account to J. Walter Thomp- | by Ted R. Gamble, chief of the war 
The company is expected to launch a 
$12,000 weekly network program starting Jan. 5, contingent upon whether 
vocalist Frank Sinatra is inducted into the armed services. 


Calvert Promotion Explains Liquor Situation 

New York, Dec. 3.—Calvert Distillers Corporation is releasing adver- 
tising and point-of-sale material explaining the present whisky situation.| Sen. Harry 
Insertions of 300 lines are appearing in 165 newspapers, written as though 
the retailer were speaking to a disappointed customer who could not get 
the brand he wanted. Lennen & Mitchell handles the account. 


John Shaw Joins Leo Burnett 

Chicago, Dec. 3.—John W. Shaw, recently returned from the Southwest 
Pacific, where he served as an MBS war correspondent, has joined Leo 
Before going overseas he was with Henri, 
Hurst & McDonald as account executive. 


War Ad Council, Four 
A's, Treasury Fight 
‘Subsidy’ Legislation 


Washington, D. C., Dec. 3.—A last 
ditch stand against government paid 
war bond advertising was made be- 
fore the House ways and means 
committee today when representa- 
tives of the Treasury and the Four 
A’s asked the committee to bury the 
Bankhead bill already approved by 
the Senate. 

The entire morning session of a 
full day of hearings was taken up 
by Rep. Clarence Cannon of Mis- 
souri, chairman of the House ap- 
propriations committee, who ap- 
peared as a witness in favor of 
government paid advertising. 

Rep. Cannon dominated a stormy 
session with a blistering representa- 
tion of the need for “more equi- 
table” and “more economical” meth- 
ods of selling war bonds. Assert- 
ing that the present method of 
voluntary war bond advertising is 
working a hardship on rural pub- 
lishers, and forcing them to carry 
a “tin cup for the government,” 
Rep. Cannon declared that “The 
government pays for every other 
someeny it uses in the war ef- 
ort.” 


Hold Sharp Debate 


Today’s morning session featured 
bitter crossfire between Rep. Can- 
non and Rep. Disney of Oklahoma, 
who opposed the bill, declaring that 
“If we get this sort of thing started, 
where will it stop?” 

Mr. Cannon, who is a short, dy- 
namic speaker, was coldly taken to 
task by both Rep. Disney and Rep. 
Jere Cooper of Tennessee for efforts 
to dominate discussions on the bill. 
At one point, Rep. Disney com- 
mented, “I never saw a man Ccarry- 
ing a torch yet with whom you 
could reason.” 

Chief objection to the bill raised 
by members of the ways and means 
committee was its possible effect 
on other media and groups which 
are aiding bond sales. Rep. Gear- 
hart of California questioned the 
omission of radio, motion pictures 
and other advertising groups. Rep. 
Disney and others expressed fear 
that an appropriation to aid news- 
papers would be resented by volun- 
tary groups of bond salesmen and 
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newspapers, will we have to pay 
thousands of volunteer OPA work- 
ers, citizens who support WPB sal- 
vage committees, as well as air raid 
wardens and OCD workers?” 


others. 
One member asked, “If we pay 


| NEA Repeats Arguments 
| A string of witnesses for the Na- 
tional Editorial Association repeated 
the position previously taken in the 
Senate by that organization in sup- 
port of the bill, and representatives 
of the controlled circulation news- 
and the National Negro 


Opposition testimony was offered 


savings division of the Treasury, 
j}and John Benson, president of the 
Four A’s 

Mr. Gamble read a_ prepared 
statement defending the use of con- 
| tributed advertising in bond drives, 
and offered a letter from Secretary 
Morgenthau, who has appealed to 
3yrd, chairman of the 
committee on non-essential federal 
| expenditures. 


In his letter to Sen. Byrd, Mr. 
Morgenthau asked support in the 
fight against the Bankhead bill, 


calling it a “potential waste of gov- 
ernment funds,” which “should be 
stopped in its tracks.” Declaring that 
it would distribute money in such a 
way that it would not aid in the 


prosecution of the war, Mr. Mor- 


} ICAGO » 8 NEW YOR ait 
— Fae ‘ : ny hay = 
iW = ‘at y. 1 | a. Y af ae 
5 OWMO ST.] E28 = SECOND - 
DEL S22 oO. BR. 96 ' 
; =32 © TBE NATIONAL NEWSPAPER OF MARKETING 
Baterad as fsgpnd-class matter Jan. 9, 1932 at the post office at Chicago, Ill., under the act of March 3, 187 Copyright, 1943, by Advertising Publications, Inc. : 
= a PO 
— 
a« _ * ‘ a 
ae *. val Mod —. 
| i i ; M4 
re o> @ eo a 
2 Rt lee 
RED’STAR YEAST. 2" IN BREAD 
} . 
aE oA so 
A ae 
5 ed > . 
| itl 
2 
Pe ) 
a ' é 
ee 
ee | 
_ 
- at a. a ae, | Yas om er = pe Bs ot ses i. ae ee i aia Soe sie a a - eee he 5 Sy Seapets“, be le = 
a q oF co. eee ee Ro ng 2 hn ty a a wn cA Fs cate,’ : 


genthau said it was “likely to prove | 
an almost insurmountable hurdle to 
continued promotion of war bonds,” 


Would Take Millions 


Mr. Gamble warned the commit-| 
tee that “A minimum of 100 million 
dollars” would be needed to equal 
the advertising contributed for war 
bonds during 1943,” and this esti- 
mate takes no account of the volun- 
tary assistance of advertising agen- | 
cies and millions of individuals | 
whose contribution to the selling | 
effort is literally incalculable.” 

“A 12 to 15 million dollar sub- 
sidy will add nothing to the adver- 
tising and publicity the bond effort 
is already receiving,’ Mr. Gamble 
said. “On the contrary, it may work | 
irreparable harm.” 

While the Treasury has a healthy 


NOTICE TO 
ADVERTISERS 


Beginning January 3, 1944, 
important changes in the 
mechanical requirements of 
ApverTIsING AGE will be 
put into effect. Consult new 
rate card before making 
plates. 


| vertising 


respect for advertising, Mr. Gamble 
continued, the Treasury is aware of 
its limitations. “The purpose of 
advertising as we understand it,” 
he said, “is to create an awareness 
in the minds of the public. That, 
voluntary advertising has done in a 
greater measure than we ever had 
reason to expect.” 

Mr. Gamble said that Treasury 
surveys showed that exactly the 
same proportion of the population 
of rural areas is buying extra 
bonds as urban areas. He said 
there is no reason to assume they 
are uninformed about bonds, or 
that radio stops at county lines, or 
other media do not reach the rural 
population. He cited figures to 
show the amounts of sponsored ad- 
carried by weekly and 
daily newspapers during bond 
drives. 

Mr. Gamble defended the quality 
of Treasury advertising, pointing 
out that it Was prepared “by the 
best advertising brains in America, 
the very people who would have to 
be consulted and paid if the Bank- 
head bill were enacted into law.” 

He also fought back at charges 
that the government is actually pay- 
ing a high price for war bond ad- 
vertising as a result of tax law pro- 
visions. Mr. Gamble reminded the 
committee that advertising is con- 
sidered a legitimate business ex- 
pense. 

“The great merit of voluntary 
sponsored advertising,” he = said, 
“has been its ability to induce many 
advertisers to replace straight com- 


mercial copy with war bond copy.” 

During the morning session, Rep. 
Cannon sought to convince the com- 
mittee that the bill was not a sub- 
sidy, since newspapers would be 
paid for services rendered. When 
committee members protested that 
other groups are not paid for their 
contributions to the war, he replied 
that the newspapers are contribut- 
ing their commodities while others 
are merely volunteering services. 

Rep. Dewey of Illinois pointed to 
Treasury statistics to comment that 
newspapers had received $8,000,000 
during the 3rd War Loan for their 
efforts. The real contributor, he 
said, is the merchant who buys the 
advertising. 

Proponents of the bill argued 
that “the well is running dry,” and 
that merchants in small towns are 
unable to contribute further toward 
sponsored advertising. They added 
that local editors could not be ex- 
pected to “humiliate” themselves 
further by soliciting this advertis- 
ing. 

The committee was actually con- 
sidering three bills today, the 
amended Bankhead bill for $15,000,- 
000 for advertising in small town 
papers, as passed by the Senate, and 
two bills by Rep. Cannon, contain- 
ing the original $30,000,000 ap- 
propriation as proposed by Sen. 
Bankhead. 

In his appeal to Sen. Byrd, Sec- 
retary Morgenthau reminded the 
Senator that the Treasury is reach- 
ing the people through the coop- 
eration of advertisers, publications, 
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eady Now... 


AMERICAN BUILDER has confidential reports from more 
than 3,000 lumber and building material yards in all 
parts of the country, showing the quantities of ma- 


terials they need to restore their depleted inventories 


This study reveals a truly remarkable picture of war- 
time stocks, and post-war buying needs. Special reports 
on individual products can be prepared on request, 
showing buying needs by regions, types of yards, 


types of trade served, sizes of towns, annual volume, 


inventory shrinkage. 
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radio and the advertising industry. 
“So far, our cooperative plan has 
worked very successfully,” he said. 
“But we cannot continue this 
method if we pay some of those co- 
operating and leave others in status 
quo. Either we must pay all or 
none,” he said. 

No representative of the radio in- 
dustry appeared today, although 
under questioning Representative 
Cannon asserted that the radio and 
motion picture industry “were mak- 
ing more money today than they 
ever made, and are not interested 
in being included in the bill.” 


Text of Ad Council Statement 


The War Advertising Council 
also issued a statement today de- 
claring that the WAC “is opposed 
to the Bankhead Bill and to the 
related Cannon Bill now pefore the 
House,” and continued: 

“The Council believes that either 
of these bills, if they become law, 
will hinder the war effort, will be 
wasteful of the money they would 
appropriate, and will put the use 
of advertising by government upon 
a subsidy basis instead of a busi- 
ness basis. 

“Such a law will hinder the war 
effort because: 

“1. It provides only that the gov- 
ernment shall pay for one kind of 
advertising in one kind of medium. 
This will undermine the program 
of patriotic advertising contribu- 
tions from all mediums and all ad- 
vertisers and service agencies which 
has secured the government more 
than $300,000,000 worth of war ad- 
vertising messages on a volunteer 
basis in 1943; and (2) because it 
will undermine this structure of 
voluntary effort without substituting 
an adequate, balanced government- 
paid effort in its place. 


Will Waste Money 


“Such a law will be wasteful of 
the money appropriated under it 
because: 

“1. It makes mandatory the se- 
lection of advertising mediums 
irrespective of their advertising 
value. 

“2. Because it makes mandatory 
the expenditure of advertising funds 
in a given fiscal year without any 
appraisal of the advertising need 
for such amounts. 

“3. Because the Bankhead bill 
prohibits the use of the established 
experienced advertising talent or- 
ganized in advertising agencies for 
making advertising messages effec- 
tive. 


Establishes Subsidies 


“Such a law will put the use of 
advertising by government upon a 
subsidy basis because: 

“1. By establishing arbitrary 
yardsticks for advertising patronage, 
and favoring one class of advertis- 
ing medium as against all others, it 
will inevitably result in demands 
from other mediums for such politi- 
cal recognition irrespective of ad- 
vertising merit. 

“2. Because it will put into the 
hands of government administrators 
the power to make advertising ex- 
penditures in sufficient volume to 
determine the difference between 
profit and loss for many publica- 
tions. 

“Either of these bills, no matter 
what the motives of its proponents, 
will be vicious and dangerous in its 
effects. It will not promote the war 
objectives declared to be its pur- 
pose, but will hinder them. It will 


not produce a sound government) 


advertising program, but a wasteful 
one. It will not forward the per- 
manent interest of the small-town 
press, but will hurt them.” 


Better Vision 
Institute Names 
Cowan & Dengler 


New York, Dec. 2.—The Better 
Vision Institute, organized in 1929 
and embracing eyeglass manufac- 
turers, wholesalers, retailers, optom- 
etrists and opticians, has appointed 
Cowan & Dengler, New York, to 
direct its advertising and public 
relations programs. 

There will be no interruption of 
the Institute’s current advertising 
campaign while the newly - ap- 
pointed agency is formulating plans 
for a new drive in 1944. However, 
it was learned that a new theme 
will be adopted, keyed to the slogan. 
“Keep an Eye on Your Eyes,” in 
which copy will stress eyesight con- 
servation and play down the war 
theme of the present campaign. The 
Institute has appropriated $200,000 
for the 1944 drive. 

The new educational campaign 
will appear in American Magazine, 
The American Weekly,. Collier’s, 
Hygeia, Life and The Saturday 


Advertising Age, December 6 


Evening Post. Business and t 
cal publications will also be , 

The Institute launched it 
national advertising effort las 
when it used black and white 
pages in the above magazi 
addition to Nation’s Busines 


Time. Purpose of the can id 
was to educate war workers © ey, 
care, to prevent mistakes and oid 
loss of time and materials. iced 
through Wesley Associates the 
opening advertisement was Cap. 


tioned “What can I do to Sch coke). 
gruber?” (AA, June 22, ’42). 
$175,000 was expended fron 
through December, 1942. 

In August of this year the [ngtj- 
tute started an extensive fal! 


lriy 
through Lennen & Mitchell, gain 
employing full pages in maga-ines 
The educational campaign wa. tieg 


in with the war effort on the 
front and featured the slogan “yj- 
sion for Victory.” 


Tobacco, Radio 
Ads Win High 
Ratings in Study 


New York, Dec. 2.—A_ Lucky 
Strike advertisement in the Oct. 7 
issue of the Roanoke World-News 
has established a new high for 
men’s readership of tobacco adver- 
tisements, according to Study No. 65 
of the Continuing Study of News- 
paper Reading. issued today by the 
Advertising Research Foundation. 
Appearing on Page 5, it stopped 
60% of the men and 64% of the 
women. The women’s readership 
was topped only by a 1,328-line 
Chesterfield advertisement, which 
was checked in Study No. 9. This 
advertisement obtained a women’s 
score of 66%. 

Second for both men and women 
was a two-column advertisement 
(586 lines) of Radio Station WDBJ. 
This advertisement, one of the series 
recently placed by CBS to promote 
sponsored network programs, at- 
tracted 36% of the men and 52% 
of the women. 

Based on the index, a. 124-line 
Wheaties advertisement took first 
place among national copy with 
both men and women and reached 
an index score almost as large as 
the one recorded in Study No. 64 
of the Waukegan News-Sun. 


Other national advertisements 
which did well percentagewise 
were: Standard Oil Company of 


New Jersey, Wheaties, Royal Crown 
Cola, Life Insurance Companies of 
America and Lux toilet soap. 


Publishers, WPB to Meet 


Business paper publishers will 
meet with WPB officials in Chicago 
Monday, Dec. 6, to discuss paper 
shortage problems and prospects for 
1944. The luncheon meeting will be 
held at the Bal Taberin, Hotel Sher- 
man, at 12:30 p. m. 

W. J. Risley Jr., administrator of 
the WPB printing and publishing 
branch, and other officials wil! dis- 
cuss wood, pulpwood and man- 
power problems with publishers and 
editors. 


Foreman Made Lefton V. P. 


Edwin G. Foreman Jr., who for- 
merly operated the Foreman Com- 
pany, Chicago, radio station repre- 
sentative, has been appointed vice- 
president in charge of the Chicago 
office of Al Paul Lefton Comp: 


—) 


| Good Management Gets a Wa 
Message Into Every Piec of 
Printed Matter Today. 


; SAUGERTIES, N. Y. 
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Last week Tom Girdler said this about making jobs, 
“Let’s get it straight about where jobs come from. It 
isn’t the employers who create jobs, it’s the customers. 
Customers buy goods. Factories are operated to make 
them. Payrolls are maintained. When the customer 
stops buying, employment is over.” 


Your advertising holds the responsibility for making 


customers. Customers make jobs. Jobs are the only things 


in the world that can ward off appie-selling and leaf- 


raking. 


This is no community-chest, ‘“ give-the-boys-a- 
break”’ proposition. It’s a serious problem of survival. 

10 million servicemen must be absorbed back into 
industry. This means holding the total number of jobs 
at close to today’s high levels. 


Can we make enough customers to do this? 


Today, for the first time in the history of any 
economy —the working people in America—the Wage 
Earners—are buying in proportion to their numbers— 
buying because they are earning. 

The specific job of your advertising is to so burn 
your brand name into their minds and hearts that 
after the war they will buy new jobs into being. 


This will not be an easy job—there’s a time limit. 
And you've got to do all this with people you don’t 
know very well. 


There’s a word for what your advertising needs. . . 
it’s INFLUENCE ...a “hand on the shoulder,” tak- 
ing you into these Wage Earners’ homes as a friend. 


Twenty-five years ago Macfadden began to make 
magazines grow and prosper in the Wage Earner mar- 
ket. None had existed there before. 


The magazines prospered, because they gave these 
families something they had needed. Entertainment? 
Yes, but more than that—/esson pages out of their own 
lives. Lift and heart —with stories for them, about them, 
and by them. 


Because we have helped these families—to help them- 
selves—we can help you. Here is our pledge: 


To furnish to Industry a means of communication 
with wage-earning America through magazines which 
enjoy reader confidence, loyalty and respect. To main- 
tain our service to Industry as the most authoritative 
private source of knowledge and understanding of these 
people upon whom Industry—and, indeed, our entire 
economic system as we presently know it—must depend. 


Your Advertising Can Prevent This! 


Ten Commandments 
for Americans 


From the editorial page of True Story 
(a Macfladden Magazine) for January, 1944 
1 — I give my complete allegiance to the United 
States of America. 


2—1 cherish and preserve the Constitution of 
the United States. 


3—I recognize every human being as an individual. 
4—I maintain equality of opportunity for all. 
5—I faithfully exercise my right to vote 

6—I respect the system of free enterprise. 


7 —1 exercise self-discipline, in order that too 
much discipline will not be imposed on me 
by outside forces. 


8—I will teach my children to honor and 
adhere to the principles of Americanism. 


9—I do, and will at all times, love America. 


10—I count my blessings daily and thank God 
I am an American. 


of” 
ath EDITOR 


As the Wage Earner Goes— 
So Goes America! 


MACFADDEN PUBLICATIONS, INC. 


TRUE STORY - THE MACFADDEN WOMEN’S GROUP - THE MACFADDEN MEN’S GROUP 


| 


= a. rh Jo. pel = a ae thy: EP ieee er Oy a aes ¥ 
as e 3 2 2 Pr 7 oat F ‘ j ‘ Fs bia P wes i i eae be Sie ee 
; = tak Oe ee EM he of 5 i ae tie eas 6e " : a i ae al ee Ae ‘ POR 
¥ ” , © > ait 7 ie ts Ree bi % 2 a, ay a * 
a vas 
oe ee ee ee tS oe one 
ay & be ae 3 - Bee Pe Pegs. pet ee i 3 ' : ‘e no > 2 . ger = les a i 
P P é ee s Re ee ee ici | # ees aa - ii ee by 
it ee Oe: LE a @eoeres , —.- = | Pate, 
ng m3 i EE ee CO a ke — ee rk: aM, ee ; : oe ee oe oa it 
tou BRR So ee SS ee ee ne : ee EE incr A. Bei ania Reo ‘ Z' od we | gem ‘ai ea Sue 
“Bn oh ees : ee ee Le ee Pe Ee ris ee et esi t ee * . : : - ae / isto: 
ae ks ee Ro pe : ia ‘ ear’ as: Hy) sea Si = * % ' | a Mine = lls , 
eye ee hs De a , Ba FoF vt as i <iicctasiiliaas . a i : — 7 iy ee ee f : 2 
4 x ya Fins u) ee po 4 yP Far en pa - 3 Ja i a = Sh re : a a ye ‘ 
vous e i i fie 2 ee AED a i , | a eae ee: See 
‘ een = ee EPS tae, = bie a ry Mg 4 ad : : 4 ir =F | a “Saeea,. ¢ ; 
\ced cae — e ae ne Bra cic Pee vic. ¢ 2 ‘ i be | ee Rae» 0s 
th e & <a oe Ete: ce Rie _ ga nen : 3 APPLES af ee F . * % aimee ; Fe os : 
Cap. be eS ced os : Se ner 4 : — e & — anaes a =e ; =~ 
el. ig . - " § % >) = ae (C eee 
bout ee a Pe | = 34 Ss 
Ju . ake Be ue * om “2 . . 3 : i 4 Se iis 4 A 
he Sk 3, fj . — —, 3 e rd - a ; a 
. eS : -_ 2 ao r eg ae ‘ —— 3 a wr } : 
gate eal et ae 5 Be Hite - : ee ‘see : og 
insti. Ree oe & ~~ -. oo . ? 4 
j at ot ge ee Ree : : ae : at  @ > 
Ines ie ee 3 3 oe *. Me a a ie d ij 
tied * ig ye aie: a ae ip ; é - ‘7 eo . os rs a . Re /, he * ol a ; “ 
1Ome oe “ : . Cy oe sie 6 er i ees 7 " ii isi i . ’ . * ig % P a 2 Re ; R a a P ‘ is ‘ ar ‘ 
“Vj pk ei ae kha #8 We ices 4 srr ae Ea ale , i aoe » Bs ef — 9 sf 
‘ ae Re oe Bite ee 3 a = Qa. 2 PA PP Re es. ee j a . if 
Se e. : aa ae a ee 3 ss sll SER m. ss % i : z AG Meat 
a ike ae he ses a an ae - ™ 4d o ‘ q oe 2 ihmemmlias i 5 2 ay Aaa 
ee ; moe. . hee + es, ee >. a tai 
ee : = mw , ge i — ee ——— 4 il : 
eee Bon ee i sa, TE Metis : ae aa $ 4 : * di a z . ae o 
Birk ae ae “ai : a4 : foe * ’ rei aol . — £5 é ’ ie 2 . : be eee a % : 1 
a ‘ : Bo F . e ene we ' ie a j ga * q 7 : a ; ee es 7 ies ain ‘ial 2 fae 4 P a 
st ¥: Bs a : = itll wis tga a ery 2 ; | lace a Cr ee Scare ee é aa ‘ fe 
ae Baier : ‘ Fi silo * naieie.. Fie RE a ci (ae > pl alam - cade i a aioe re se 
ges iat es _ * RR oad co ae Gee ts : ae ee 
i fae age : —_ oy - i alas 
i : Fe Z : . - Mr ta ee ES hes ee a P a oe , 
ee, : — ati . Ye ; : Ne ene a ae . : . : “ : 
a ee es i oe i‘ - ee — moat ; ; 
rs st ‘i tl Zz 2 ae a 3 - & se - - fe a ee oes ee et ; 4 7 . : 7 L. 
‘ll SS —_———— f ; ; re ie ba 7 ta Si 
e @. Oe ee : ms ree ee m ats cp ot ae 
‘ef eae i me es S aie 4 . rae y, 6 <a ’ a * . Pe é : Z E : Bi bs : ; : 3 he ' 
iS # en ae i ae > ; : Yr e . a . ae , x4 
oF i ar ee : ay Ba : = ft . J : * P —_ oP i. a x * a ’ 
‘a he Z . : : es 7  . $ ine " : % Se a 7 . aS ee Se ie x sa ™ ‘ 
e ee =e h. fie Some ae x —— ate ers a * 5 se oS eo 
f: ie : Po ne <r oi - Ps Se See : . oe hs | a cae, 2 . ; q s : 
¥ at ‘a : aie wil ‘ geese ian he : 3 q “ i % RNS : ee: m/e ign ee nee Ps 3 z. ‘ . : ioe ; 
< : a. i me: aes are a. 3 fhe i ." ‘ sh acl = die A a4 lis + tee P = sie ‘ Op ‘ 
a ee ope : ; , ae . He : ae 4 ae | — ‘ x a 
ne ae ee = Ge =r ata sat _ yt € we . - 2 o ae in : ; 
te Py oe aie E: Plc Ml Be - a = ae ae oe so! cite pee aie mate ia es mae ' 
- ee % ued Piatt “ ~ i ‘2 ge ‘ii eo 2 : ee . d E ‘aa - 
a é i, 5 ge Be ae ETE agi 5? , wee 4 j 4 : : # eee 
i an ue . a ao ae |. = 7 i a: 
ss ay: ee a ‘ “at ; , ae es ss eS Ps — . § eae P . ae i ge es 
ee: Saal -_ ns ee , EL ae ee sey 3 ee 
ee ad ia i m4 : . : Pe ie * ‘ oa oS Be % . ie ad — inl “F ti ii 4 G z + dere, a > ae ee ss. ma ie ; ay Re 4 a. ‘ 
Saal — £ ‘ 2 oo iy : ‘i, Bs La ; ee bs ” 2 es ' . a cae 3 ss ‘é F ie ae a ig . ‘ a q ys way ; cs 7 Joc “et is ; pen 
— *, oe be 4 he a: | ge ae eee >. — NG i ce “ss & ; 
bs eae eed lia es ‘calle ge ‘ 4 “ e ae os an ts 2 "4 7 a 
* Es % ta —— sa el. “a ao . oe ue ss — be a> ‘ < : 
ries i“ 4 ‘ Pos ” a “a , ee % si ee Se — aaa —. ie 
a ; ' a att a pe a ‘ . Py il “4% 
Be: . a ie . ee nig 9 7 ‘ 7 Ee F set eee? gs : ae : a ; , a : 7 a F is 5) a a8 oe ie er o “- 
ee : er j ae Ege ee * i id, si 5 Pes J 4 ss be, ; a ? - x Ee aa es 5 7 
oe P , Se “og yc 4 7 * wf "a, a oe al gi pt Co ie ag - Be a "a0 ot : . . é Z > em a ‘ ; 
- 7 7 ii 7 > _ id te he oe ee pee Sit a ; ” —— oe: 2 : a 
. oa a srs y pil - 1 gal ; ; . Ae ae 4 . <a § - at : R ar bliin. = de ‘Z 2 > : a re a op : 
be & i = : See oa: ae ———_ _— ; ee wi F 4 mo a aay coe ae sive. sai e 
: : ———e Cee 4 # ‘ ae ie sy : ae: ES 3 eee : 
1 ——————eelllClUsi iL USE tig. a 
ql aS —- oar a 4 as ; 2 s is his — coe es ™ 
e ‘ : a P10. rr ‘ # ae j ‘ ss : ie Pe a ae m 
>t a a eee ; a ie “9 Ra = i Se, eee ; i, wm gi Sap j ie 
I - ; Lae “a wa ve Pern, aah r J Pe Bes = be , i Bis. —_ . : : = : _ 4 i ios, aan ae re mH: 
will e es Tite wa . > salen j i Pid J ee eh ae on : ‘g e 
oe 3" oars os ae a = 4 3 e eae 2 F wn re: ee aes ; 7 er aes . 
cago % ‘ , ihe : ise ge a 4a " es 4 nd $ bee 3 ve = 4 7 7 ee a " a a i ane pres dl : 4 te re 4 
aper ., °° aa Mite Pe pai “oe f ee — Lot aa Yak , zs —— a ae 
= ‘ph tS 5 - 4 _ ae 7 a 
ll be wall “, ae “ x a ee PPP ell a eee 
her , ~*~ g i * al ee P j all are nan ea Pes ae 
—_ oi ee ee va Baas. ce. ta al ‘ a ae a 
ir of aie vO ++ damnanann — : ? a 
hing 
dis- 
lan- 
and 
oe 
for- a 
ym- i 
re- ie 
e- a 
. ss oor 
T) = 
a ee is 
— Jie 
Wer ee 7 
a — an 
of FT ee = 
= ee . 
ee ; = = 
: Geer 
oe 
> 
| a a we 
Po | 
. 
a 
2 ae [ 
ee 
x 
’ ;. ees 
g a Pel a) Bs My cre 4 : a 1 oF 8 "Y 4 ae 3 A, 45 te oie aid : , : j . —— ‘i oe z 
aly Ret iat , : = as ee LS ee a a ae sh Pate Ore: ty s Be 3? ee are ne ra. een tc ae ee 
Petty Fy Fae Bitte, Ee A fie: ot 2 rat ae + afi y hse ok ifs ay * Vig i os * Fe ee ae : ede RS. COS ee ee an sande e 
a idee 3 oie x aS ie oe : : eas eh a ee fae * # ie a Or Ee Foe... al 7 oe * — a 4 55 FM al ne eisai 
3 4 Ye . : horde i hee ; + = [to ae | rb we an ea ta 
. tae wEN 7 9 “ ced : . . 2 a a ; ae 3 2 : Ne = 
“a +. 


' 
‘ 
. 


| 
| 


Fair Distribution 
of Consumer Goods 
Planned by WPB 


Washington, D. C., Dec. 1—With 
materials for the production of ci- 
vilian goods rapidly becoming more 
plentiful, officials of the WPB Of- 
fice of Civilian Requirements are 
putting the finishing touches on a 
new distribution order designed to 
Spread available supplies of con- 
sumer goods more equitably 
throughout the country. 

Before putting the order into ef- 
fect, however, they will submit their 


proposals to manufacturers and 
wholesalers at two-day regional 
conferences in New York, Cleveland 
and St. Louis between Dec. 13 
and 17. 

The “equitable distribution order” 
was drawn up at the request of sev- 
eral WPB industry advisory com- 
mittees which complained that 
goods were not fairly distributed, 
and that inadequate supplies were 
available in many war boom areas. 


Order Based on Survey 


The order itself was based on the 
results of an OCR and Department 
of Commerce survey of consumer 
goods, when more than 800 mer- 
chants were interviewed and allot- 
ment systems of more than 300 
manufacturers were analyzed. 
Chosen as a scientific cross-section 
of the country’s consumer goods 
distribution machinery, these 


sources showed that ordinary prac- 
tices had not made sufficient allow- 
ance for war-changed conditions. 

Without disturbing the usual 
methods of doing business, the equi- 
table distribution order will say, in 
effect, that adaptation must be made 
to meet more necessities. 

The order will particularly seek 
to encourage non-discrimination be- 
tween large and small buyers, and 
will offer relief to buyers who have 
lost their usual source of supply. 
Due regards for population shifts is 
emphasized, with statistical infor- 
mation on these changes incorpor- 
ated in the order to simplify com- 
pliance. 


Buyers May Appeal 


Except on appeal of a buyer to 
WPB, a supplier’s operation will 
not be subject to government scrut- 
iny or complicated by additional re- 


ports. On receipt of a suitably 
documented appeal, however, WPB 
will make careful investigation of 
the distribution practices of a par- 
ticular firm, and enforce whatever 
corrective measures are necessary, 
Although no sizable increase in 
production of civilian goods can be 
expected until the second half of 
1944, officials are now confident that 
comfortable stocks of all essentials 
will be provided throughout the 
war, and that the “bed rock” econ- 
omy considered by WPB during the 
early periods of production diffi- 
culties will never be necessary. 
During the week, for instance, 
the last limitation order on the use 
of wool clothing was removed. This 
act in itself, while not affecting pro- 
duction, since wool allocations have 
been generous for some time, was a 
sign of WPB confidence in the 


Sust like a Christmas Card 


Folks back in town think of the Cunninghams and conjure idyllic visions 


GRAHAM PATTERSON, Publisher 


of their first yuletide on the farm. White hush of the countryside. 


Sparkling fires and cozy warmth of the old house. And from now on the 


Cunninghams will really find life easier, for one of their friends has given 


them a subscription to the FARM JOURNAL. We'd have liked to accept 


more Christmas subscriptions than the paper shortage allowed. Our 


2,700,000 monthly edition is wholly consigned to prepaid rural subscribers. 


Rural people boost for the FARM JOURNAL because they know it is genuine. 


If a farmer or farmer’s wife has a local reputation for doing something 


better than usual, FARM JOURNAL gets the details and shows all its readers 


how they can do as well. But you needn’t know a currycomb from a 


surcingle to recognize the appeal of the world’s largest and most influential 


rural magazine. Just read the January issue. 


Of the 
FIRST FOUR 
General Magazines 
ONE 


| covers the rural market 


| 
— 


FARM 
JOURNAL 
a aa 


Washington Square, PHILADELPHIA 
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Advertising Age, December 6, 19 ‘3 


ability of suppliers to meet all ; 
mands. 

Also WPB has arranged for :). 
production of 64,000 three-bur»y.. 
electric ranges during 1944. Wh. 
this is only about 10% of the 19.) 
rate of production, the retail s 
of the ranges will be tightly co 
trolled, it is evidence of the abil):, 
of the OCR to make supplies th, 
are urgently needed. 


Committees to Advise 


As these supplies move into tr: 
channels, WPB will observe the; 
distribution through 104 district aq- 
visory committees which will 
formed to advise OCR on local needs 
for goods and services. This cory- 
mittee will contain representative 
of manufacturing, distributing sery- 
ice, labor and civic groups, and w’]] 
operate on a voluntary basis. 

The committees will make recom- 
mendations on the need for produc- 
tion of civilian goods, equitable dics- 
tribution of available merchandise, 
and the operation of essential civij- 
ian services. 

As soon as the system is in fy]! 
operation, data on community needs 
and available facilities will be avai]- 
able for transmission to Washington 
on short notice. As the war re- 
quirements picture changes, it 
should be reflected through these 
reports, and the committees wil] 
be able to act as a _ coordinat- 
ing group between the producers 
and distributors on one hand, and 
the OCR in Washington on the 
other. 

It is also expected that these local 
committees will enable OCR to spot 
local shortages quickly and elimi- 
nate them. These shortages include 
goods and services, such as laundry, 
hotel, restaurant and warehouse 
problems. 


@- 


Morrow Leaves Grant 

John C. Morrow has resigned as 
executive vice-president in charge 
of the New York office of Grant 
Advertising. Harold Elterich, vice- 
president in charge of the interna- 
tional division, is temporarily in 
charge of the New York office. 


Mintz Named Ad Manager 

S. Mintz has been named adver- 
tising manager of Electric House- 
hold Utilities Corporation, Chicago. 


Why local Advertisers 
are selecting KGO 


Look below and see what in- 
creased Hooper ratings, ag- 
gressive promotion and steady 
growth of the Blue Network 
have done for KGO. Here is 
one increase in local business 
over the same months of 1942. 


May—181.5% increase 
June—116.8% increase 
July—105.9% increase 
August—150.2% increase 
September—284.0% increase 
October—273.6% increase* 


* Exclusive of political business. 


Local advertisers are switch- 
ing to KGO—it will pay you 
to keep up-to-date on the new 
KGO. 


so * * 
* 
SAN FRANCISCO - OAKLAND 


. 


* * 


810 K.C. 7500 WATTS 
Blue Network Company, inc. 
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The American Magazine 
is doing an excellent job 
of making Americans aware of what they must know for the 
successful prosecution of the war... not only 
on the fighting fronts but on the home front as well. | like to write for 
The American Magazine because millions of thinking people have 


9° 


learned to look in its pages for answers to their national problems. 


FEDERAL BUREAU OF INVESTIGATION 


AMENGAN wccurn: 


WHEN IMPORTANT PEOPLE HAVE SOMETHING IMPORTANT TO SAY. 
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In Washington .. . 


WPB Bottlenecks 
Gone-Industry 
Leaders Going 


Washington, D. C., Dec. 2.— The 
current exodus of important officials 
from here is proof that Washington 
has passed the crest of its important 
job of administering an industrial 


ONE REASON WHY 
“No Burton Browne ciient 
has a competitor with 


| better advertising” 
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machine to build and supply the} lions of dollars of surplus goods and 


world’s greatest military force. 

Nevertheless, it would be a seri- 
ous mistake to assume that the war 
will end soon, for even the men 
who are leaving are convinced that 
months of bitter fighting still separ- 
ate us from victory on the European 
front, and far more time in the 
Asiatic theater. 

The excitement here stems from 
a realization of officials who have 
struggled with directives and limi- 
tation orders and charts for two 
years that they are now meeting re- 
quirements for ships, planes, tanks 
and just about everything else. 
Beyond that there are no more bot- 
tlenecks, and materials are piling 
up at such a rate that production 
rollbacks, and elimination of limita- 
tion orders are the topic of the day. 

In such a situation, when figura- 
tively speaking the office boy can 
run WPB, is it strange that Hiland 
Batcheller left the steel division to 
return to Allegheny-Ludlum Steel, 
or Charles Wilson asks for a release 
so he can go back to General Elec- 
tric? It is not that the war is over, 
but that Washington’s part is play- 
ing out, and men of action look 
elsewhere. 

a * oe 


But with its role as director for 
production played out, the capitol 
is already taking a new importance 
from the part it must play in recon- 
verting industry to peacetime pro- 
duction. This job, involving termi- 
nation of contracts, disposal of mil- 


billions of dollars of plant facilities, 
will determine the entire postwar 
economic pattern of the country. 

Termination of contracts can de- 
stroy small industry, or it can pro- 
vide new competitors for established 
firms, depending on the order in 
which contracts are cancelled, and 
materials made available. 

Disposal of goods can strengthen 
established trade channels, remove 
a threat of inflation, result in a siz- 
able income for the government, or 
it can mean speculators, shysters 
and a new rash of Army-Navy 
stores. 

Disposal of plants can mean death 
to certain boom communities; de- 
centralization of postwar industry; 
huge profits to smart operators; or 
again, a fair return to the govern- 
ment. 

Despite much Congressional ac- 
tivity involving a dozen or so com- 
mittees, the answer today lies with 
Bernard M. Baruch, who was ap- 
pointed to study demobilization. All 
we will know on this subject until 
the President returns and can take 
a hand, is that Mr. Baruch is sur- 
rounded with a knot of able busi- 
nessmen, headed by John M. Han- 
cock, an industrial banker, and 
partner in the Wall Street banking 
firm of Lehman Brothers, and direc- 
tor of 19 large firms, including 
Jewel Tea. 

It is a smart prediction that Mr. 
Baruch will recommend that the de- 
mobilization job go to WPB; that 


Ever hear of a 
magnetic mike? 


Well, we have one here at WHK. Looks 
like any other mike. You know—talk 
in here and it comes out.. . every- 
where. But something magnetic 
happens to those words in transit. 


| First we knew about it was the day we 
totaled up and discovered that Cleve- 
land merchants (who know what sells 
what in this money-laden belt) were 
buying more time over WHK than 
over any other leading station! 


Why? 


Simply because this magical 
mike of ours was just about magnetiz- 
ing listeners. 
‘*Run down to your nearest store to- 
night for a bottle of our dual-purpose 
potato chips’’ — and Clevelanders in 
their shirt sleeves would dash madly to 
the corner through snow up to here. 


Announcer would say, 


on. Meanwhile, 


We'd love it, only we're scared half to 
death that someone will hear about 


our microphonic magnetism . 
next thing you know, we'll be called 
on the carpet for such Svengali goings- 
though, 
along. You've never seen such selling! 


Retailers’ 


. and 


come on 


Wh 


Represented by Paul H. Raymer Co. 


United Broadcasting Co., Operators of 
WHK-WCLE, Cleveland, and 
WHKC, Columbus 


No Wonder 


Choice in Cleveland 


| Florida 


surplus property be sold through a 
central agency; that sound business 
practices prevail down the line. 

oo a cd 


Under wartime conditions, ex- 
ports are an instrument of interna- 
tional affairs. For instance, since 
August orders have been out to 
deny Argentina any supplies here 
unless they are used in Argentine 
industries providing food and ma- 
terials for the aliied war effort. The 
order has been pressed so far that 
exports to other countries are 
watched to see that they do not leak 
into Argentina. . . Speaking of ex- 
ports, firms seeking to sell in Africa 
complain that an agreement be- 
tween the United States and Britain 
made as a wartime measure is bar- 
ring Americans from trading in 
Africa. However, the same agree- 
ment is said to reserve Latin Amer- 
ica, a far richer market, for U. S. 


trade. 
Bo te oo 


OPA’s information staff, already 
weak from losses of manpower as a 
result of internal strife, will now 
lose Barton Cummings, who found- 
ed the campaign section when OPA 
first got underway. Like many 
other information men, Mr. Cum- 
mings saw the fathers’ draft com- 
ing, and decided to leave. He will 
be commissioned in the Navy and 
report Dec. 15. .. OPA still has no 
deputy director of information, 
although several persons have been 
offered the job. . . The second an- 
niversary of the OPA ration boards 
will be observed Jan. 5, with local 
programs paying tribute to 176,000 
voluntary workers. A special cer- 
tificate for “service in the country’s 
hour of need” will be awarded 
workers with 100 or more hours. 
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The Treasury procurement di- 
vision is working out a procedure | 
with ODT for the sale of more than 
10,000 surplus trucks released by | 
the Army. | 

Sale will be direct to consumer, | 
but purchaser will need an ODT 
certificate of necessity before he| 
can participate in bidding. . . Some 
officials fear that cheap radios will! 
be built after the war from the 
thousands of surplus parts already 
finding their way into the hands of 
speculators as manufacturers dump 
them following a contract cancella- 
tion or adjustment. 


Florida Citrus 
Begins Drive 
for New Crop 


Lakeland, Fla., Dec. 2.—The} 
Citrus Commission next 
week will launch its first campaign 
since shifting its advertising last 
August over to Benton & Bowles. | 
Advertisements are scheduled to| 

| 

| 


run once a week from Dec. 5 
through April 1944, in The Ameri- 
can Weekly and in dailies in 33 key | 
cities east of the Mississippi. Ladies’ | 
Home Journal, Life and Woman’s| 
Home Companion will also be used. | 
Copy will stress the health and| 
nutritional values of oranges, grape- 
fruit and tangerines in addition to 
the importance of keeping fit dur- 
ing these trying days; emphasis will 
likewise be placed on the “Food 
Fights for Freedom” slogan. 
Another drive is being geared for 
Florida canned grapefruit juice and 
will probably start in March. News- 


| paper supplements and national pe- 


riodicals are to be used. 
The Commission some time ago 


Advertising Age, December 6, 19 


adopted a 1943-44 advertising bu 
get of $825,900, of which $475.0 
will be used to advertise fresh cit) 
fruits. The remainder is to be « 
voted to promotion of canned cit 
products. 


Grade Labeling 
Debated Over 
NBC ‘Round Table’ 


Chicago, Nov. 30.—Compulso-y 
labeling of standard foods might 
desirable as a war measure but 
ought not be extended beyond stan- 
dard foods, Neil H. Jacoby, p: 


fessor of finance in the School of 
Business and secretary of the Uni- 
versity of Chicago, said Sunday on 
the university’s “Round Tabie” 
broadcast over a NBC network. Ha 
added that he does not believe 


grade labeling constitutes a threar 
either to advertising or to the com- 
petitive system of doing business. 

Julian J. Verst, publisher of 
Wholesale Grocer News and Suc- 
cessful Grocer, Chicago, however, 
charged that compulsory grade 
labeling would, in many cases, de- 
stroy advertising which, in turn, he 
said, might mean the destruction of 
free competition. He declared that 
its establishment, involving “thou- 
sands of inspectors,’ would prove 
more costly than any benefits would 
warrant, and maintained that con- 
sumers are now protected by the 
natural interest of manufacturers to 
sustain the prestige of their adver- 
tised brands. 

A third speaker, Colston £, 
Warne, professor of economics at 
Amherst College and president of 
Consumers Union, urged general 
compulsory grade labeling, assert- 
ing that a good result would be the 
elimination of advertising, taking 
the position that it unnecessarily 
adds to the cost of consumer goods 
without producing any advantage 
in quality. Answering this argu- 
ment, Mr. Jacoby cited a recent re- 
port of the Twentieth Century Fund 
to the effect that advertising adds 
only 3% to the cost of consumer 
goods which, he said, “is much less 
than has been often supposed.” 


Retail sales in Battle Creek 
show an increase of 43% as 
compared with a year ago. 
Over $1,000,000 industrial 
weekly pay roll. 


THE BATTLE CREEK ‘ 


ENQUIRER 4*» N 


_ ALLEN-KLAPP CO. New York Chicage-Detro 
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“AN URGENT CALL FOR YOU" 


“Please do not make Long Distance 
telephone culls to wor-busy centers 
unless it is really necessary.” 


Thet helps keep the lines open for wor messoges 
end wer's on the wires these doys. When we con 
get telephone materials egein we'll give you all 
the wires you desire. Many thanks. 


What to save for the scrap 
collection campaign... how to 
save it... where it goes... the 
importance of what it makes... 


Your country is calling for JUNK — rusty, old ail you once ticked ot = Why should & pase through keep the prowess moving. but to 
of the way or threw onto dump. it is now worth tx weight in planes, he hands of Jumb dealers? qqued i up oo thet overy gave 
tanks shell eps ond othe: Fighting maternal tor our armed borces sat be proper ~-4 ” — 


Why ol! this need to collect 
Why con't we use 


« UDoes the government want 
gifts of scrap matercal” 


A The government pref 


0 Will my “little bet” 
A Ves That old 


wr A Why don’t they clean out the 
jacket enough “eutomobuile greveyards”’? 
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“moms” WAR PRODUCTION BOARD [aS oUsc 


StL TELEPHONE SYSTEM A 


PREPARED BY N. W. AYER & SON, INC. 


Whats Mrs. Petrov got that 


t-— « 


Look up...they need your help! 


a 
- : 
e 11 see American Biers train gines. So far as we know. no enemy are flying and fighting for you 
es s i \ ing and patrolling wp there nation has heen able to produce Some of them are dying for you 
every day it in such quantities as we have OU is their ammunition! 
You read anxiously the news of Right now the job is to get this Uee it wisely “TOP THAT 10% BY GUY U.S. WAR GONDS 
the thousands more who fight in fuel to these men in hattle. To THROUGH THE 
foreign skies the world around. — reach Europe or Afriew quickly it NEW YEAR'S!" ‘ PAYROLL SAVINGS PLAN 
if re There is something we at home must come from the Atlantic Sea 
z can de to help these men heard — cutting shorter the scant (Esso) 
4 Whey fy on suger highertene a of petroleum product+ 


gasoline Ut gives them a vital edge sin 
in air combat. It adds greatly to Before you drive a needless mile, STANDARD O1L COMPANY 


the «peed and power of their en remember this — American boys OF NEW JERSEY 


PREPARED BY McCANN-ERICKSON, INC. 


UR NAME HERE 


PREPARED BY YOUNG & RUBICAM, INC. 


What makes a good war ad? 


wm" KIND OF ADVERTISING does most for the _ pitch in and help—not half-heartedly, but with all Young & Rubicam is publishing Mr. Davis’s views 
war? Here is the answer by Elmer Davis, Di- _ they have. on this subject, and reproducing these advertise- 
‘ctor of the Office of War Information. 


“Tuirp it should urge immediate action Things need to ments in the hope that by doing this we may inspire 
’ , > 


sinin ‘ . : ae? : cae 4 ; » war advertising of » kind the government 
lo my mind a good war advertisement should do be done quickly in time of war. With few exceptions, © More Wal idvertising of the kind th 


iree things: urgency should be stressed in all war advertisements.” needs. 
First, it should inform the people. It should make per- The four advertisements selected by Young & If you would like to have full-size proofs of 
-ectly clear to all who read it some thing or things | Rubicam and reproduced at the top of this page were the advertisements reproduced above, you 
hey can do which will contribute to the winning of all rated as A-1 war advertisements by Mr. Davis. may obtain them by writing the agencies 
ie War. 1" » , , : ) pa l the ads. 
™ he first was prepared by N. W. Ayer & Son, Inc., who prepare 


SECOND, it should inspire the people. The problem for the Bell Telephone System; the next two were pre- 


ould be presented so that the readers thoroughly — pared by MeCann-Erickson, Inc., for the American 


inderstand the necessity for doing whatever they are — Industries Salvage Committee, and for the Standard Youn g & Rubicam, Inc. ADVERTISING 


isked to do. For it is understanding that inspires Oil Company of New Jersey; and the fourth by our- New York + Chicago + Detroit + San Francisco 
enthusiasm. It is understanding that makes people _ selves for the United States ‘Treasury. Hollywood + Montreal + Toronto : 
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Reduction of Ad 


Sizes Seen as 
No Easy Matfer 


New York, Dec. 2.—While most 
advertisers and publishers are 
agreed that every conservation 
measure must be made to save 
paper, ADVERTISING AGE this week 
learned that they do not all favor 
the recommendations published in 
the December issue of Domestic 
Commerce, monthly publication of 
the Department of Commerce, urg- 
ing reductions in the size of adver- 
tisements and acceptance of lesser 
volume. 

The Department contends that 
smaller-size advertisements will 
ease the paper strain on already 
overcrowded publications, many of 


which are now turning away new 
advertisers, Publishers offering con- 
tracts on sliding scales are reminded 
that they will gain a higher linage 
rate by selling less volume per ad- 
vertiser, 

“By spreading their media out 
into the hinterlands, national ad- 
vertisers can play an important role 
in strengthening the economic posi- 
tion of less fortunate publishers,” 
the article says. 


Cites Difficulties 


Asserting that the Department is 
free to make any recommendations 
it sees fit, Frederic Gamble, manag- 
ing director, American Association 
of Advertising Agencies, said: “Re- 
duction of advertisement sizes pre- 
sents an extremely complicated 
problem, since not all publishers 
are oversold. An arbitrary change 
would give rise to undue difficulties. 
The 4 A’s now has this situation 
under advisement, although we 
have not reached any conclusions as 


sweeping as those of the Commerce 
Department. 

“Our association first of all recog- 
nized the problem of space alloca- 
tion and issued a list of principles 
to be followed on allotments of 
magazine space. Later on we pre- 
pared a similar list on newspaper 
space rationing. Before cutting ad 
sizes it is necessary to know the 
problems of the individual adver- 
tiser,” he said. 

Henry Hoke, head of the Graphic 
Arts Victory Committee, said: “The 
newspapers can do a lot to stretch 
the available paper supply, but, like 
everything else, it is difficult to get 
everybody to cooperate. This ques- 
tion of space rationing should be 
controlled through the publishers 
themselves. Right now there is far 
too much waste going on in the 
printing and promotion fields, al- 
though many little savings have 
been made, such as cutting down 
on the number of proofs. However, 


the industry is not yet aware of the 


many small things it can do to save 
paper.” 


Up to Publishers—ANA 


The job of stretching paper 
should rest in the hands of the pub- 
lishers, George S. McMillan, secre- 
tary, Association of National Adver- 
tisers, told ADVERTISING AGE. 

Alluding to the proposal that 
advertisers should “spread their 
media,” Mr. McMillan said, “we 
advertise for a certain definite pur- 
pose, not to keep media alive. This 
is the primary trouble with the 
Bankhead bill. Advertising is a 
part of selling, not a subsidy propo- 
sition.” 

Vernon Brooks, advertising direc- 
tor, New York World-Telegram, 
contended that “it is not sound to 
reduce the size of advertisements. 
There should be an allocation of 
space to advertisers over a quar- 
terly period corresponding with 
the government’s quarterly paper 
allowance to publishers. Then the 
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advertiser can use his space ; 
way he desires.” 

Although it would seem tha: the 
Department’s article relates mo;« 
general than to business or : ade 
advertising, Howard Ehrlich, e> 
tive vice-president, McGraw Hill 
Publishing Company, said, “ lore 
care must be given to the use 
advertising and what is said j) the 
space available.” 

Other New York publishers who 
prefer to remain anonymous ndij. 
cated that while the Department , 
Commerce has the “most worthy’ 
intentions, the viewpoint express 
in the article is liable to be misip 
terpreted. One source said thy 
“spreading the media” to save pape, 
merely constitutes “spreading the 
butter over a lot more bread, anj 
there is not the same amount y 
butter this year.” 


War Council Book 
Tells How to 
Save Paper 


New York, Dec. 1.—Underlining 
the nationwide drive to conserve 
paper, the War Advertising Council 
has on the presses this week a new 
booklet which talks straight from 
the shoulder to users of paper, tel). 
ing them that with full cooperatio, 
from them 1,000,000 tons of paper 
and paper board can be saved annv.- 
ally. 

Users of commercial printing are 
urged to consult the printer in the 
planning stage, to eliminate bleeds. 
to plan quantities to fit standard 
package units, to use standard size 
envelopes, to eliminate French folds, 
avoid the frills of unnecessary blank 
pages, slip sheets, backing boards, 
etc. 

Smaller 


sizes for 


page house 
organs are also urged, as well as 
for catalogs, folders, letterheads 


and envelopes. Publishers of news- 
papers and magazines are called 
upon to publicize the job of paper 
conservation, telling the public the 
facts of the paper shortage and how 
they can assist in alleviating it. 

A section of the booklet devoted 
to retailers asks them to conserve 
paper in every possible way, to cur- 
tail fancy wrappings, and to ask 
customers to carry away unwrapped 
packages whenever possible. 

A section devoted to manufactur- 
ers lists many ways in which paper 
and board can be saved, including 
re-design of containers, elimination 
of top and bottom pads, carton 
inserts, small sizes and samples. 
Use of gift or holiday boxes are also 
taboo. 

The booklet also includes samples 
of promotion matter, radio an- 
nouncements, and letters to be used 
by retailers and others who are 
making a sincere attempt to con- 
serve paper. 


Jeneson Joins WSAI 


George Jeneson, former sale 
manager of the Hotel Gibson, Cin- 
cinnati has joined the sales depart. 
ment of WSAI, Cincinnati. 
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As well as an argument... 


TAMPA-ST. PETERSBURG 
Florida is ONE BIG MARKET. 
Tampa is one big wholesale cent’. 
Tampa has two big newspape 
BUT—Neither the wholesalers, + >r 
the newspapers can sell Mr. 2 4 
Mrs. St. Petersburg. 


DRUG SALES for Tampa-St. Pete s- 
burg—$8,030,000—St. Pete alc e | 
buys $4,709,000 of this total or 58 . 
—St. Pete people buy less th» 
400 copies of Tampa daily news- 
papers—they buy 38,000 copies { | 
St. Petersburg's newspapers—the 5 
why advertisers must 


WORK BOTH SIDES OF THE STREET | ‘Y) 
IN TAMPA - ST. PETE. 


ST PETERSBURG NEWSPAPERS SER 
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[ PLANE'S FINIGHED .... RADIO i LET'S SEE WHAT I'VE GOT IN MY 
: AND COMPASS SMASHED... INDEED ! PARACHUTE PACK. HMMM... 
called HIS CAMAGED P40 IN A TINY JUNGLE CLEARING rd as deem rig Wack MUST pmb K, oa? Gen Ge 
ainee ° ° way IT. --- o<- ! - 
paper Publication of “The Man Who Came eee eee, | | WOUND! ---ATABRINE,. FISHHOOKS 
. — PBRPECTLY a ee ta mn * = 
“sau Back” i he 800,000 i f a SOUS se 
t. ac in the ° copies oO DESERT EMERGENCIES 
voted - 9 P ‘ " P "Dur oxy 
serve World’s Finest Comics. Permission has rene © 
9 Cur - WOODCRAFT, 
D ask been granted the Army to reprint HELPLESSLY 
apped FACE THE UN- 
. . *,* . KNOWN THR- 
sai this feature in large quantities to be dis- RORS OF THE 
JUNGLE ? NOT 
paper . ° QUITE, FOR--- 
juding tributed to Army Air Force Personnel. READ ON : 
nation 
-arton Based on an Army _ textbook, this Tue Newt, Omnovs wht Sounos un 1 
— Pinet STASNG OF Om, CANE TAMOR w® [ee 
ms . . . . . F\a2sT . y eo 
o ale strip-continuity in full color again OVT OF Ib TENT AND BACK TO WORK... 1% 
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THE FOLLOWING MORNING .... tas +e, OM, ou! Twere's A Days Later... “Cie j j Y R) WUS, GAVED BY WIS OWN IN- 
FEEL KINO OF LOGSy.. Migur Ba = NE i SNAKE /... BOOK y... ANO THATIG JUST THE WAY Vf S| OOMINITABLE COURAGE AND 
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From that ancient day when Qg first scratched on the wall 
of his cave the story of a successful hunt, man has found the 
picture-story his most potent form of expression. 


| Latest development of this timeless technique are modern comic 
: magazines. So basic and universal is their appeal that, unknown a short 
ane | decade ago, comic magazines are today the most widely read publications 
. in all America . . . currently sell more than 25,000,000 copies per month! 
ae Pioneers in the field and leaders today are the publishers of the /GeER> 
es of National Comics Group. This single unit guarantees advertisers /- vz 
ry 6,500,000 net paid circulation per issue . . . and delivers a 3! > 
oan] 2,000,000-plus bonus! 2 KY 
|THE NATIONAL COMICS GROUP 
| AMERICA'S FAVORITE COMIC MAGAZINES 
~___\g 8epresented Nationally by RICHARD A. FELDON & CO., 420 Lexington Ave., New York 
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Partial List of National Advertisers who havau 


Acme Breweries 

Adlerika Company 

Albers Bros. Milling Co. 
Aluminum Company of America 
Armour & Company 

Avoset, Inc. 


Bauer & Black 


Best Foods, Inc. 


Best Foods Mayonnaise 
Nucoa 


Black & White 


Borden Company, The 
Klim 

Boyle Company, The A. S. 
3-in-One Oil 

Bristol-Myers Company 


Ingram's Shaving Cream 
Ipana Tooth Paste 
Vitalis Hair Tonic 


Burroughs Adding Machine Co. 


California Conserving Company 
C-H-B Products 


California Fruit Growers Exchange 
Sunkist Oranges and Lemons 


Calvert Distillers Corporation 


Carter Products Company 
Arrid 


Champion Spark Plug Co. 
Chesebrough Mfg. Company 


Vaseline 
Chrysler Corporation 
Citrus Products Company 


Kist Beverages 
Clorox Chemical Company 
Colgate-Palmolive-Peet Company 


Cashmere Bouquet 
Colgate Dental Cream 
Palmolive Soap 


Corn Products Refining Company 
Karo 
Kingsford's Corn Starch 


Cream of Wheat Corporation, 
The 


Cudahy Packing Company 
Old Dutch Cleanser 


Elgin National Watch Company 


Eno Ltd., J. C. 

Esterbrook Steel Pen Mfg. 
Company 

Excelsior Laboratories 


Fitch Co., F. W. 
Fontana Food Products Co. 


Ford Motor Company 
Fuller & Co., W. P. 


General Electric Company 


General Foods Corporation 
Grape Nuts 
Instant Postum 
Jell-O 
Maxwell House Coffee 
Sanka Coffee 


General Motors Corporation 
Glenmore Distilleries Co., Inc. 
Ghirardelli Co., D. 

Goodrich Company, The B. F. 
Goodyear Tire & Rubber Co., The 


Grove Laboratories 
Bromo Quinine 
Pazo Ointment 


Gruen Watch Co., The 


Hanes Knitting Co., P. H. 
Hawaiian Pineapple Co., Ltd. 


Hawaiian Sugar Planters’ 
Association 


Heinz Company, H. J. 
Hills Brothers Company 
Hormel & Co., Geo. A. 


Jergens-Woodbury Corp. 


Jergens' Lotion 
Woodbury Soap 
Woodbury Cream 


Johnson & Johnson 


Kayser & Co., Julius 
Knox Company, The 


Cystex 
Mendaco 


Nixoderm 


Kolynos Co., The 


Anacin 
Bi-So-Dol 


Kolynos Dental Cream 


Lambert Pharmacal Company 


Listerine Antiseptic 
Listerine Toothpaste 


Lamont Corliss Co. 


Pond's Face Powder & Cream 


Lehn & Fink Products Company 
Hind's Honey & Almond Cream 


Lysol 


Lever Brothers Company 


Lifebuoy Health Soap 
Lux Toilet Soap 

Lux Washing Flakes 
Rinso 

Spry 

Swan Soap 

Vimms 


Libby, McNeill & Libby 
Liggett & Myers Tobacco Co. 


Chesterfields 


Luft Co., George W. 


Tangee 


M.J.B. Company 


Maiden Form Brassieres Co. 
Matson Navigation Company 
Mennen Company, The 
Mentholatum Company 

Miles Laboratories, Inc., Dr. 


Alka-Seltzer 
One-A-Day 
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Miller Brewing Co., Ltd. 


Morgan's Sons Co., Enoch 
Sapolio 


Morris Co., Ltd., Inc., Phillip 


Phillip Morris Cigaret 
Murine Company 
Musterole Company 


National Carbon Co., Inc. 


Eveready Flashlights & Batteries 
National Distillers Products 


Corporation 
Old Grandad & Old Taylor 


Nestle's Milk Products, Inc. 
Alpine Milk and Coffee 
Nescafe 


New England Mutual Life 


Insurance Co. of Boston 


New York Life Insurance 
Company 


Northam Warren Sales Co., Inc. 


Cutex 
Odorono Deodorant 
Peggy Sage Nail Polish 


Noxzema Chemical Company 


Pabst Sales Company 

Pacific Greyhound Lines 

Packard Motors Export 
Corporation 


Parker Pen Co., The 
Pens & Quink 


Pepsodent Company, The 


Perkins Products Company 
Kool-Aid 


Pet Milk Sales Corporation 
Petri Wine Company 


Pinkham Medicine Co., Lydia E. 


Procter & Gamble Company 
Camay 
Crisco 


Oxydol 
Purex Corporation, Ltd. 


Quaker Oats Co., The 


Radio Corporation of America 
Rainier Brewing Company 


Reckitt & Colman, Ltd. 
Colman's Mustard 
Magic Blue 


Regal Amber Brewing Company 
Revlon Products Corporation 
Reynolds Tobacco Co., R. J. 


Camels 


Sales Builders, Inc. 


Max Factor Cosmetics 
Schilling & Co., A. 
Schlitz Brewing Co., Jos. 
Sheaffer Pen Co., W. A. 
Shell Oil Company 
Southern Pacific Railway 
Sperry Corporation 
Sperry Flour Company 
Standard Brands, Inc. 


Fleischmann's Yeast 


Standard Oil Co. of California 
Stein & Co., A. 


Sterling Products International 
Bayer Aspirin 
Castoria 
Dr. Lyons Tooth Powder 
Phillips Milk of Magnesia 
Watson's Mulsified Coconut Oil Shampoo 


Swift & Company 


vaused this Newspaper since December 7th, (94! 


Tea Garden Products Company 


Tobacco By-Products & Chemical 
Corp. 
Black Leaf "40" 


Tryco Company 


Union Bank & Trust Co. of Los 
Angeles 


Union Oil Company 

Union Pacific System 

United Air Lines 

United Aircraft Corporation 
U. S. Rubber Company 

U. S. Tobacco Company 


Model Smoking Tobacco 


Van Camp Sea Foods, Inc. 
Vick Chemical Company 


Wander Company, The 


Ovaltine 


Warner Bros. Co., The 


Le Gant Corsets 


Weco Products Company 
Dr. West's Tooth Brush 


Welch Grape Juice Co., The 

Wesson Oil & Snowdrift Sales Co., 
Inc. 

Westclox 

Westinghouse Electric & Mfg. 
Company 


Wilco Company 
Bif Fly Spray 
Van's Shoe Dressing 


Williams Co., The J. B. 


Williams Shaving Preparations 


Willys Export Corporation 


oo 


Star-Bullet 


NOW MORE THAN 100,000 NET 
PAID ABC CIRCULATION DAILY » » » 


Mainland Representatives: 


O’Mara & Ormsseet, INc. 


New York ,. Chicago ,. San Francisco ,. Los Angeles 
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More Civilian Goods Coming 


The War Production Board has 
announced that 60,000 electric 


ranges will be made for civilian use 
It is probable, in view of | 


in 1944. 
recent industry conversations with 
the board, that there may be some} 
electric refrigerators, washing ma- 
chines and other home appliances 
produced next year also. In other 
words, the time has arrived when 
the severe limitations on civilian | 
consumption of critical materials 
can be eased to a moderate degree 
—not enough to take care of the 
demand, but to tide the nation over 
the war emergency. 

The fact that the Army and Navy 
have begun the gigantic operation 
of disposing of surplus goods is 
another straw in the wind showing 
that supplies for the armed services 
have reached a point which is more 
than satisfactory, and that many 
products now held in excess quan- 
tities can be sold either to industry 
or to trades supplying the public, 
depending on the character of the 
products. Many distribution fields 
are seriously concerned over the 
manner in which these disposals 
will be handled, since the quantities 
involved are in some cases so great 
as to represent serious hazards. 

The cutting back of war contracts 
and the completion of others is cer- 
tain to release a large production 
capacity from the service of the 
government. The demand for steel, 
the basic raw material for muni- 


the backlogs of orders held by the 
mills are beginning to show declines. 


Los 


Advertising Age 


National | 


In other words, the whole picture | 


of production is that while the 
needs of the fighting forces are still 
enormous in certain specific cases, 
basic requirements have been taken 
care of in many others, and orders 
and production schedules will there- 
fore show declines in many direc- 
tions in the future. 

Trade reports indicate that Christ- 
mas volume of retail trade will run 
from 20 to 25% ahead of last year. 


This is in line with the fact that 


THERE WILL ALWAYS BE A SPRING 


a ee ee 


Southern Automotive Journal 


“Oh, they're probably discussing the car of tomorrow." 


Ad-li 


bbing 


That Classified Ad 


“On Thursday, Nov. 18, 


| Atlanta Journal published its 300,- 


retail sales have consistently been | 


maintained at or above 1942 levels 
throughout the year. Obviously 
there are severe shortages in many 
lines, but consumer goods have been 
available in such large amounts as 
to enable the public to absorb not 
a reduced supply, but in many in- 
stances an increased volume. Even 
allowing for a higher price level, 
this is a remarkable showing. 


Thus, while the demanes of war | 
on the national economy will con-| 


tinue extremely heavy, 
a normal supply of many kinds of 
consumer goods cannot be expected 
until the military job has been suc- 
cessfully accomplished, we can fore- 
see a gradual easing of the tight 
situation which has prevailed since 
the beginning of the war two years 
ago. This is at once a tribute to 
the magnificent job of our indus- 
tries, and a promise of more sup- 


tions production, is easing off, and | plies for civilians in 1944. 


Reduction of Space Units 


The Department of Commerce, | 
which has been a helpful and con- 
structive force in government as far | 
as the proper maintenance and use | 
of advertising under war conditions 
are concerned, has published in 
Domestic Commerce some sugges- 
tions which are intended to indicate 
the best policy for advertisers and 
media to follow during the coming 
year, when the paper shortage will 
have its maximum effect upon the 
services of publications. 

The Department believes 
advertisers should  redu7e 


their 


space 


that 


advertisements might defeat the 
primary purpose of the advertising. 
Rationing of space, on the other 
hand, permits the advertiser to 
maintain flexibility in 
in terms of the 


units em- 


and while | 


| 
| 


ployed, and thus is more satisfactory | 


from his standpoint. 

Publishers who have found it 
necessary to ration their space have 
nevertheless carried a larger volume 


lof advertising than is indicated bY | to Phillips: 


Econo- | 


the size of the paper cuts. 
mies in production and distribution 
have enabled media in general to 


space units, and at the same time|/serve advertisers successfully. They 


spread out their advertising over | 
a wider list of media, thus giving 
smaller publications of the 
large volume of business which 
now avuilable. The thought is em- 
phasized that for media with sliding 
scales of rates, the average income 
from advertising would be greater. 

It is doubtful if the suggestions 
are likely to be generally followed, 
for the obvious adver- 
tising is written to 
accomplish certain specific purposes, 
and the of the space unit is 
determined by the objective. While 
some large units could no doubt be 
reduced without appreciable loss, an 
arbitrary reduction of 


some 


3 


reason that 
designed and 


size 


size 


in the 


| the 


will undoubtedly make the most of 
their present facilities in providing 
maximum amount of 
which their reduced supplies 
make available in 1944. 

So-called secondary media have 
already benefited from the situation, 
since advertisers who have not been 
able to obtain space in the publica- 
tions originally chosen have placed 
their business with which 
might not have been used were con- 
ditions normal. This overflow busi- 
ness has been spread out steadily 
over a much wider list of media, 
and all have participated to an in- 
creasing extent in the larger volume 
of advertising 


will 


others 


| capital 


space | 
|} cost to the 


000th classified advertisement of 
the year, a two-line ad of a bed- 
recom set.” 

This was the routine item ADVER- 
TISING AGE received a few days ago 
from its Atlanta newsman. A third 
of a million classified advertise- 
ments in a single American news- 
paper; other untold millions of 
similar advertisements in the news- 
papers of New York, New Diggings, 
Wis., New Bridge, Ore., and 20,000 
other communities. Ads _ offering 
free lunches, raises every two 
weeks, and three months’ vacation 


with pay for war workers; ads sell- | 


ing Swedish massage treatments, 
furniture, coin collections; ads 
seeking the return of a diamond 


ring lost “somewhere between Front | 
im- | 


and Tenth St. on Main”; ads 
ploring, ““Mazie: Come home. 
Mother very ill. We need you”; 


ads, ads, ads, covering every imagi- 
nable human need and want, mir- 
roring every conceivable s ong of joy 
and cry of agony, offering to buy or 
sell every type of goods or service. 


Romance there is in the classified | 


columns ... romance and an amaz- 
ing public service mechanism, the 


full story of which has never been | 


told. 
full of good deeds, that advertising 
men ought never to tire of its tell- 
ing. 


Furious Victory FerVor 

It pains us that Frederic Nelson 
Phillips, New York typographer 
whom we have always considered 


| among the outstanding exponents of 
the use of| 


the typographic profession, should 
be the organization to suggest a 
mammoth V for Victory campaign, 
to be implemented by the 
process of having every linotype 
machine discard its normal v’s and 
replace them with boldface v’s. 
Here’s the way it works, according 


For the duration, the newspaper 
or magazine that adopts the plan 
can do so by merely changing the 
and the lower-case v’s to 
bold face in their composing ma- 
chines at an expense that is practi- 
cally negligible. From here on there 
is no other expense to anybody, no 
government, no addi- 
tional taxes, no headaches! Oh yes, 
you'll get tired of seeing all these 
bold v’s in your newspaper and 


| magazine, in advertisements, circu- 


lars, etc., but, you will be reminded | 


|a hundred times a day—yes, maybe 


a thousand times—that we are 
really at war—that our country 
needs your help in many, many 
ways. 


Now, thanks to your newspapers 
and magazines, you are fast becom- 
ing a policeman of your own short- 
comings; a one-man censor board. 
You are reminded over and 
again that you live in a free coun- 


* 


A story so rich in detail, so} 


simple | 


over | 


try with a free press and free 


the speech, and that is the way you | 


_ want to keep it. Every little effort, 

| no matter how small, multiplied by 

130 million people every day will 
bring this war to a quicker end. 

That startling move may do much 

| to boost morale and to win the war, 

las its proponents claim. But in our 


|humble judgment, all the good it | 


may do will be more than offset by 
the astigmatism which such a move 
will engender. 


Furthermore, we 
decry any scheme which actually 
encourages typographers to make 


(errors. In our humble opinion, we 
can count on enough wrong fonts 
creeping into our typography from 
wholly natural causes, without set- 
ting out to deliberately encourage 
the process. 

Verily, and in the interests of 
vision, let’s not violate the rules of 
advertising and typography with a 
wave of boldface, wrong font v’s 
spreading over the vast expanse of 
advertising. Inventive genius should 
provide various alternatives, we 
aver. 


Pay for Fathers 

This item doesn’t really belong in 
this column, because it has little or 
nothing to do with merchandising 
| or advertising, although it is un- 
doubtedly the finest kind of employe 
relations activity. At any rate, we 
want you to know that on Nov. 10, 
by means of a simple mimeographed 
letter, Clark Yager, vice-president 
|and secretary of Ballard & Ballard 
Company, Louisville, notified every- 
one in the company that effective 
as of Nov. 1, all married men with 
children who were with the com- 
pany one year prior to their induc- 
tion or voluntary enlistment in the 
armed services will be given one- 
half their basic wage or salary each 
month, subject to a maximum of 
$150 per month. 


Jottings 

That Private Pringle series which 
the Fred Harvey organization has 
been running through George H. 
Hartman Company is resulting in 
an increasing flow of letters from 
actual Private Pringles in the Army. 
One from North Africa the other 


now a corporal, but that he was 
looking forward to an elegant meal 
at Fred Harvey's, and hoped it 
would be possible to fix things up 
so that Lana Turner waits on his 
table... 

Chalk up another victory for 
American ingenuity and adaptabil- 
ity. The radio advertising division 
of Sylvania Electric Products re 
ports that “the department is con- 
tinuing to function smoothly and 
efficiently,” although there have 
been 22 changes in personnel in a 
two-year period in a department 
which ordinarily numbers 15 alto- 
| gether. _ 


day reported that the private was | 
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Information 
for 
Advertisers 


The following documents may }; 
secured without charge from com. 
panies sponsoring them, or through 
ADVERTISING AGE, by any nationa| 
advertiser or advertising aven; 


| 


| 
| 


executive writing on his busine: 

letterhead. 

No. 2255. Just What Is the Diese) 
Market? 


The answer is boiled down in this 
folder, issued by Diesel Publication 
which explains the application 0 
the Diesel engine, the parts ang 
auxiliary equipment used in instal- 
lations, plus fuels and_ lubricants 
consumed in normal operations. The 
extent of the materials and sup- 
| plies required in the market is in- 
|dicated by a partial list of these 
materials, and coverage by Diese] 
| Power and Motorship is discussed, 


| 


No. 2256. Are You Pointing for the 
Sales Volume in these Eight 
Oklahoma Markets? 


| The eight markets covered by the 

Oklahoma Market Newspapers ar 
|described in this folder, issued by 
| Burke, Kuipers & Mahoney, thei: 
national representative. Data in- 
cludes city and county sales, busi- 
ness and farming activities and 
coverage by the newspaper of each 
market. 


No. 2257. 


kets. 
Factory Management & Mainten- 
| ance has issued this data sheet 
|folder containing a _ report, illus- 
‘trated by graphs, charts and tables 
| giving a forecast of postwar indus- 
trial markets. 


Future Industrial Mar- 


| No. 2258. Drug, Vitamin and Allied 


| Industries. 
| This folder announces a new 
jname, publisher, format and 


| broader editorial aim for Proprie- 
| tary Drugs, Atlanta, effective with 
'the January, 1944, issue. Plans ar 
| outlined, and a new rate card wit 


mechanical specifications is _ in- 
cluded. 
No. 2259. Why Don’t You Speak 


for Yourself, John? 
This brochure, issued by the Neu 
York Times, reproduces 50 adver- 
tisements showing the trend toward 


brightening up prosaic statistical 
reports in interesting, editorial- 
style copy. 

No. 2252. The Light Metals. 


Business Week, in this special re- 
port to executives, one of its series 
subtitles the study “A _ wartime 
reconnaissance of their postwa! 
position,” and analyzes the job 
methods, markets, problems and 
organization of the light metal in- 
dustries to evaluate trends now visi- 
ble in these industries in terms 0! 


their future usefulness in peace- 
time. 
No. 2253. The 1943 Radio Audi- 


ence Survey. 

Station WHO has issued the s!xt 
annual study of radio list 
habits in Iowa, conducted by D! 
F. H. Whan of the University © 


Wichita. The analysis, containing 
county maps, and brightened 
with pictographs, covers. stat! 


preferences; the effects of gas [a 
tioning on hours spent in the hom 
and on radio listening; the c 
tion of battery sets in farm homes 
preferred program material an¢ 
|other information about habits a 
| preferences. 


| No. 2254. Postwar 

Building. 

| The first year of postwar ! 

lernization is expected to triple 

| last prewar year, according to 
|report issued by Chain Store -\ 
|and based on a recent survey by 
publication. The booklet con 
la summary of major chain 

| fields, and a marketing map 
|shows distribution of chain 

| headquarters in 30 leading ct 
,and the number of stores oper“ 

| by these chains. 


Chain Stor 
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THE BRANHAM CO. 


| |directory listing manufacturers by 
Issues 883-Page product classifications, and a trade 
. name index. The trim size is 8% x 
Marine Industry 11 inches and the type page size 
B - C 1 ie 7x 10 inches. es 
Distribution is fully controlle 
uyers ata og |and is directed to buying factors of 
New York, Nov. 30.—A new an-| the industry, including ship design- 
nual publication, Marine Catalog | ers, key officers and procurement 
and Buyers’ Directory, has been|departments of shipbuilding, ship 
launched in the marine industry by | operating and ship repair companies 
Simmons - Boardman Publishing|and to government agencies that 
Corporation, publisher of Marine|deal with shipping. 
Engineering and Shipping Review. ——— 
It is designed to serve the marine . 
industry as a buying tool—a source Roberts in New Post 
of organized buying information C. Monte Roberts, formerly an 
that will expedite the procurement | account executive of Cockfield, 
of marine equipment and materials.| Brown & Co. in Winnipeg, and pre- 
The 1943 edition totals 883 pages| viously promotion manager of the 
and lists the catalog presentations| Winnipeg Tribune, has joined Ca- 
of more than 600 manufacturers. | nadian Street Car Advertising Com- 
Main divisions include a catalog| pany as a sales executive in To- 
section of manufacturers’ pages, a|ronto. 


Fellow Publishers 
Help Print Mobile 


Dailies in Pinch 


Mobile, Ala., Nov. 30.—The Mo- 
bile Press and Register, their presses 
temporarily stilled by fire, managed 
to maintain the tradition of never 
having missed an issue—thanks te 
the New Orleans Item and Times- 
Picayune. 

Fire damaged the newspaper 
plant Sunday, Nov. 14. On Monday 
and Tuesday the Item and Times- 
Picayune helped out by printing the 
papers from mats flown from Mo- 
bile to their plants. The Mobile 
papers used paid space to declare 
that the assistance deserved “the 
commendation of the entire indus- 
try for their splendid effort on 
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behalf of a temporarily wou 
fellow publisher.” 

The papers were returned 
plane to Mobile and delivered to 
homes of more than 90,000 


scribers without missing a sj; 


scheduled publication. 


Gale Joins Buchanan 


Jack Gale, formerly with M 
Corporation of America and TT) 


tieth Century Fox Film Corpora: 


has been named Pacific Coast d 
tor of radio activities for Buch: 
& Co. 


Joins McCann-Erickson 

Leonard Fellows, display art 
rector of W. T. Grant, has jo 
McCann-Erickson, Inc., New Yy 
as art director of the sales pro 
tion department. 
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SUCCESSFUL FARMING Subscribers 


Neighbors (Non-subscribers) 
Heart States plus N. Y. & Po. 


... there are 


the best farm families prefer 


an differences ... revealed by a special tabulation by the 


U. S. BUREA UDorthe CENSUS 


Number of Farm Homes Having Running Water (per 1000 Farms) 


371 
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. .» Successful Farming Subscribers are BEST... in their COMMUNITIES ... REGION... NATION 


NOTE: Ask Successful Farming salesmen to show you proof of reader preference. 
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Waste Paper Used 
in Test Runs by 
~y 8 s ‘ 
‘Chicago Tribune 
icago, Nov. 30.—Heightened in- 
t in the part which waste paper, 
particularly old newspapers, 
y play in solving the paper short- 
was displayed by large attend- 
e at a public demonstration in 
plant of the Chicago Tribune 
terday, when paper containing 
ious percentages of material 
de from waste was successfully 
ed. The presses were run at nor- 
speeds, and there was no indi- 
n of lack of strength. All 
r used was the standard 32- 
\d weight. 
For purposes of comparison, the 
runs included stock on which the 


Tribune is regularly printed; a lab- 
oratory reference roll made of all 
new pulp; paper containing 10% 
and 20%, respectively, of un-de- 
inked old newspapers; and paper 
containing 23% and 45% of de- 
inked material, respectively. While 
there was a slight difference in the 
color of the sheets, all of the papers 
used seemed to be entirely satis- 
factory from a newspaper printing 
standpoint. 

Attendance included many news- 
paper publishers from Chicago and 
the surrounding area, as well as 
press manufacturers, paper mill 
men and editorial representatives 
of paper, printing and advertising 
journals. The demonstration re- 
quired about an hour, and John 
Park, production manager of the 
Tribune, was kept busy explaining 
the technical factors involved in the 
experimental runs. 


E. M. Antrim, secretary of the 
Tribune Company, who has done a 
great deal of research on the sub- 
ject, said that since it has now been 
demonstrated that old newspapers 
are a satisfactory material for mak- 
ing newsprint, the big job is to get 
in the salvage. He said that until 
this problem is licked, by proper 
organization of voluntary and com- 
mercial collection facilities;- there 
will be no chance of relieving the 
situation. 


Canadian Mills Ready 


“The paperboard mills need an 
additional supply of waste,” he 
pointed out, “and after their needs 
are taken care of, there should be 
plenty of salvage available for sup- 
plying the newsprint mills in this 
country, as well as in Canada. I 
have been advised that Canadian 
mills are now prepared to use 5% 
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ND you'll find differences in farm women, 


too. Now, when farm time is so precious, 


you'll find certain farm women who know, 


better than others, how to make every minute 


count, 


You'll find their kitchens modern, stream- 


lined and frequently more efficient than those 


of their city cousins—their entire homes re- 


flecting the prosperity of the farms on which 


they live. They are the community leaders... 


the things they do set a pattern for living. In- 


variably, you'll find them reading Successful 


Farming regularly—preferring it to all other 


farm magazines. 


For Successful Farming is at once a magazine 


of farm business and a magazine of farm /ving. 


Its editors know that farming is a two-sided 


partnership . 


.. that interests of husband and 


wife are closely intermingled ... that the prob- 


lems of managing the farm home are as vital 


as managing the farm itself. Because Success- 


ful Farming is edited with these facts well in 


mind, 


it is far and away America’s Number 


One farm magazine. Little wonder that it is the 


working and planning guide of America’s top- 


most farm families—is preferred by them over 


all other farm magazines. 


ing Co., 


that Serves the Farm Leaders of the Nation 


Des Moines, lowa. 


Meredith Publish- 


ing 


of waste in paper production.” 

It was also stated that the Treas- 
ury Department, which administers 
the tariff regulations regarding the 
importation of newsprint from Can- 
ada, and which thus far has not 
permitted paper lighter than 32 
pounds to be imported duty free, is 
on record in permitting as high as 
6% ash content in newsprint. A 
practicable figure is 4%, according 
to W. E. Macfarlane, business man- 
ager of the Tribune. This means a 
total saving in new pulp used in 
Canadian mills of 9%, based on the 
use of old paper and ash. 

Newspaper executives attending 
the Tribune demonstration recalled 
that the Chicago Daily News was at 
one time printed on paper made en- 
tirely from salvaged newspapers. 
The paper was made by the Water- 
ways Paper Products Corporation, 
Chicago. The mill was later sold 
and since then no newsprint of this 
character has been manufactured. 

It was also stated at the Tribune 
meeting that a number of United 
States newsprint mills are now 
closed for lack of wood, and that if 
old newspapers can be salvaged in 
sufficient quantity, they can be put 
back in operation promptly, thus 
adding a substantial tonnage to the 
available supply of newsprint. 


WPB Revises L-240 


The WPB has made a technical 
revision in the newsprint limitation 
order L-240 permitting newspapers 


fourth quarter paper quotas to the 
first quarter of 1944. Although this 
paper may be used next quarter, 
WPB said, it is not to be included 
in the publisher’s inventory. 


Coffey Joins Eureka 

J. C. Coffey, formerly senior ac- 
count executive with the Jam 
Handy Organization, has been ap- 
pointed assistant to the sales man- 
ager of Eureka Vacuum Cleaner 
Company, Detroit. 


Schmitt Joins JWT 

Max F. Schmitt, formerly director 
of advertising and sales promotion 
for Collins & Aikman, automobile 
accessories, has joined J. Walter 
Thompson Company, New York, as 


an account representative. 


to carry over savings from their 


15 


Study Sees Living 
Standards High 
Despite Rationing 


New York, Dec. 1.—Many Ameri- 
can families are getting along bet- 
ter now than they did before the 
food point system was _ instituted, 
according to results of Fawcett 
Publications’ Reader Forum investi- 
gation of the effects of point-ration- 
ing, just released here. 

The study reveals wide accept- 
ance for dehydrated soups, with 
68% of the women polled stating 
that they serve it frequently. Proof 
that this comparative newcomer in 
the food field is here to stay is given 
in answers showing that seven out 
of ten of those who serve it did so 
before rationing. More than 81% 
of those who use it definitely plan 
to continue with dehydrated soups 
after rationing of canned foods is 
terminated. 

While meat stretchers such as 
spaghetti, crackers, cereals, etc., are 
extremely popular, only three out 
of each ten Forum members have 
experimented with stretching but- 
ter. That three out of five are using 
margarine as a spread, for cooking, 
or for both, may in part account 
for their lack of interest in extend- 
ing butter, the study contends. 

A marked decline in home baking 
is reported under rationing because 
neither shortening nor sugar is 
ration-free. Prior to _ rationing, 
more than nine out of ten women 
questioned baked at home, but with 
prevailing limitations on these two 
prime ingredients, 61% said their 
activity along these lines has been 
curtailed. 


Fewer Yule Cigars 


Boxes of cigars for Christmas 
gifts will not be so readily obtain- 
able this year, according to the 
latest bulletin by the Cigar Institute 
of America, which reports that 
manufacturers are not offering 
lower-price cigars in boxes of 25, 


while higher-pricé cigars in this 
popular gift package are very 
searce. Demand for cigars by the 


| government for service men abroad, 


| increased purchasing power at home 


and limited production have cre- 
ated an inadequate supply. 


| 


| If you want to advertise to industrial buyers and manufacturers of electrical and 


| electronic equipment, 


‘BECAUSE: 


ELECTRICAL EQUIPMENT is your logical first choice, 


ELECTRICAL EQUIPMENT reaches more such buyers than any other electrical, 


CCA 


trade or industrial publication. 
30.289 controlled circulation. 


ELECTRICAL EQUIPMENT 


average for six months ended July 27: 


is the ONLY 


new- 


products publication in the electrical field. 


ELECTRICAL EQUIPMENT gets results for advertisers. The 


produced 5180 sales leads sent to the publisher 


went directly to advertisers. 
ELECTRICAL EQUIPMENT 
electronic products are 
maintained, 
ELECTRICAL EQUIPMENT 
for management, design. 
and maintenance. 


designed, 


readers 
production, 


— ee ee 


\SLECTRICAL 


permeates 
produced, 


August 1943 issue 
probably double that number 


all industries in which electrical and 
bought, consumed, operated and 


are executives and engineers responsible 
purchasing, 


operation, installation, repair 


‘SQuIPMENT 


; Published by 


es SUTTON PUBLISHING co. 


60 EAST 42ND STREET,17, NEW YORK — 
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Uses Canadian Dailies 


First of a new series of 1,000-line 
advertisements to appear in Cana- 
dian daily newspapers during the 
coming year tells the war produc- 
tion story and postwar program of 
Nash Motors Division, Nash-Kelvi- 
nator Corporation, Detroit. A. Mc- 
Kim Ltd., Toronto, is the agency. 


Jensen to Smith Mfg. 


Willis P. Jensen, former Univer- 
sity of Rochester professor, has 
been named advertising manager of 
F. A. Smith Mfg. Company, Roch- 
ester, N. Y. 


BOOKLET MAILED TO 
EXECUTIVES ON REQUEST 


WILLIAM BALSA 
WILLIAM BAL 


w et lircaco wire 7819 


NEA to Demand 
‘Full’ Bankhead 
Gov't Ad Bill 


Brevard, N. C., Dec. 1.—Repre- 
sentatives of the National Editorial 
Association made it clear this week 
that they would not be satisfied 
with “half” a Bankhead bill but will 
ask Congress to vote $25,000,000 to 
$30,000,000 annually for govern- 
ment-paid advertising in all news- 
papers. 

Ed M. Anderson, chairman of the 
NEA legislative committee, said 
here that association spokesmen 
“will insist” on the full amount, and 
the use of all newspapers by the 
Treasury Department, when hear- 
ings start on the bill before the 
House ways and means committee 
in Washington, D. C., on Friday. 

The Bankhead bill, as approved 
by the Senate Nov. 16, was limited 
to $12,500,000-$15,000,000 and ex- 
cluded all dailies in communities of 
more than 10,000. Rep. Cannon, 
chairman of the House committee 
| which will consider the measure, 


promptly introduced an amended 
bill restoring the original Bankhead 
features, and has predicted House 
passage by Christmas. 

“While it is true that because of 
population floor limits, over half of 
the people of the nation are not 
being directly and_ effectively 
reached by nationally-sponsored 
war bond advertising,” Mr. Ander- 
son said, “the NEA does not be- 
lieve the government should use 
only the non-dailies and the small 
dailies in towns of 10,000 and less. 


Needed in All 


“Of course, it is in these com- 
munities that the advertising is 
most needed, but at the same time 
we maintain that sponsored bond 
advertising in all newspapers, in- 
cluding the metropolitan dailies, 
should be supplemented by paid 
government copy, carrying the gov- 
ernment’s official messages and 
appeals and signed by the Treasury. 

“It seems to us that what the 
large dailies need is not more war 
bond advertising, but high quality, 
effective and official government 
advertising. The American people 


are patriotic and will respond to 
any call made by their government. 


Weakness in Preparation 


“One of the weaknesses of bond 
advertising in the past has a lack 
of copy preparation by expert ad- 
vertising men and we favor author- 
izing the Treasury, if it so desires, 
to select advertising agencies to 
help do this vitally important job. 
For that reason we oppose the Van- 
denberg amendment.” 

Largely because of the govern- 
ment’s failure to utilize the nation’s 
most effective weapon, newspaper 
advertising, he added, the sale of 
bonds to individuals is “seriously 
and dangerously lagging.” He said 
the Treasury recognizes this in an- 
nouncing that during the 4%h War 
Loan drive, major emphasis will be 
placed upon the sale of small bonds 
to individuals. 

“Therefore, it is imperative that 
the Bankhead-Cannon bills be 
pessed at once so that the adver- 
tising can be started on or before 
the 4th War Loan drive begins on 
Jan. 18,” he said. 

National advertisers 


and large 
newspapers, the NEA 


contends, 


COVERAGE...Gcs 


No...YOU wouldn't buy a coat that fits like this one! 


And so it is with radio ... you don’t buy a station 


that gives you coverage you don’t need... and you 


don’t buy a station 


that doesn’t completely cover a 


market. You want a station with coverage that fits! 


Without paying for excess coverage that trickles over 


into other miscellaneous markets in which you are not 


... BUT LOOK 


AT THAT FIT! 


interested, or overlaps other radio stations on your list! 


Concentrated coverage, saturation of the nation's 6th 


largest market, is yours for the asking. 


In Baltimore, the station that does just that is WFBR, 


with a signal that is strong enough and clear enough 


to reach into the homes of over a million people that 


live in the city that is the six largest in the country. 


SS 


NATIONAL REPRESENTATIVE: JOHN BLAIR & CO. 


Advertising Age, December 6, 1°43 


“should have realized long ago 
all salvage, rationing, bond 
other wartime campaigns are lo 
ized by county quotas, county c 
mittees, county planning and { 
the success of these campaigns 
pends in a large measure upon 
county or small town newspa) »y 
which have far more influence ;« nq 
reader-interest than do any ot \ey 
publication or media.” 


at 


Information Lack 
Delays Army Mail, 
Advertisers Told 


Washington, D. C., Nov. 30— 
Large quantities of advertising ma- 
terial mailed to military posts at 
the third class postage rate are not 
being delivered because they carry 
insufficient address, Postmaster 
General Frank C. Walker warned 
last week. 

Explaining that third class matter 
is not entitled to directory service 
and cannot be delivered if the ad- 
dress is incomplete, Mr. Walker 
cited one example where 1,000 cir- 
culars without specific address had 
recently been mailed by a firm 
intended for various officers at an 
Army post. 

Senders of third class matter 
should make certain that the mail 
contains the addressee’s name, rank, 
serial number, branch of service, 
organization and military installa- 
tion, together with the post office, 
Mr. Walker said. 


Empire Brush to Reiss 


Empire Brush Works, Port Ches- 
ter, N. Y., maker of personal, main- 
tenance and household brushes, has 
named Reiss Advertising, New 
York, to handle its advertising 
market study and product research 
development. 

Davis Opens Office 

Ray H. Davis, former western 
manager for J. P. McKinney & Son, 
has opened a Chicago office at 30 
N. LaSalle St. to represent maga- 
zines and _ business publications. 
Mr. Davis has been in the news- 
paper representative business for 25 
years in New York and Chicago. 


/ IN RADIO, 


SPOT-TY 
BUSINESS IS 
THE KIND THAT 
PAYS 


._ DIVIDENDS rr 


Exclusive 
National 
Representatives: 


0 a oe pe. eer Albuque! 
‘ : -Otiaheme, y 


PACIFIC COAST 


KECA OS ! 
| KOIN-KALE . Port! 


[satanic ). 2. Oakland-San- Fran¢ 


Sen 

| PE  odcéWinennvesasins Fairbanks, Ala- 4 

and WRIGHT-SONOVOX, Inc. 
a 


For latest radio Information, call 


FREE & PETERS, |. 


| Pioneer Radio Station Representati 
Since May 1932 
| CHICAGO: 180 No. Michigan... 


.. Franklin © 
| NEW YORK: 444 Madison Ave. Plaza 5-4 
| ATLANTA: 322 Palmer Bldg... ...Main 5 
SAN FRANCISCO: {11 Sutter.. Sutter 4° 


HOLLYWOOD: {512 N. Gordon St... Gladstone 5°? 
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The Strange Case of The Purple Spectacles 


= upon a time there was a man who wore purple spectacles. 
They gave everything a nice, purplish glow, including the product 
he manufactured. 


His product—to him—looked so regal, so dignified that it in- 
vat fluenced his choice of advertising media. 


ypids He even went so far as to pass up an advertising medium like 
; Puck-The Comic Weekly because he didn’t think it was as dignified 
as some of the so-called “quality” magazines. 


- Well, one day this man left his spectacles in the washroom 
of a Pullman. He saw the sun in all its healthy brightness. He saw 
millions of people—the people he wanted to buy his product— 
«2h actually devouring publications like Puck-The Comic Weekly. And 
finally, he saw his product. Not cold and dignified, but a good, 
honest, vital product that people wanted. 


ed In the warm light of his revelation, he saw “Donald Duck”’ 
and “The Katzenjammer Kids” tickling the fancy of the nation’s 
youngsters. He saw Mom and Dad enjoying “Tillie The Toiler,” 
“Blondie and Dagwood” and “Jiggs and Maggie.” He thrilled with 
Junior over the adventures of “Flash Gordon” and “Prince Valiant.” 
Then he could visualize all of them reading right down the page 
through the message of some wise advertiser. 


Market places are where the people gather. When choosing an 
advertising medium, whether for immediate selling or institutional 
advertising, consider the following: 


1.. More people (men and women as well as children) read “‘the 
comics’ than any other one form of entertainment feature. 


2 . .Visibility and readership are unusually high because Puck-The 
Comic Weekly accepts only a limited number of advertisements 
per issue. Space in Puck is a valuable franchise. 


3.. Puck produces results. The manufacturer of a nationally 
famous shampoo tested Puck with one insertion in 1940. He came 
back with 4 insertions in 1941 and 1942. Based upon the out- 
standing results this advertiser used 11 insertions in 1943. 


Puck-The Comic Weekly is distributed to more than 6,000,000 
families through 15 great Sunday newspapers from coast to coast 
and is read by over 20,000,000 people—men, women and children. 


“The comics” are tops with growing children as well as adults, 
so sales minded executives with an eye to the future should ask 
to see and carefully consider Puck’s analysis of ‘Your Customers 
of Tomorrow,” a sound presentation choc k-full of sales informa- 
tion. Puck-The Comic Weekly, 959 Eighth Avenue, New York— 
Hearst Building, Chicago. 
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A Regular Visitor 
in 240,000 


® His home, of course, is the 
prosperous Twin Cities Market 
KSTP sells so effectively. But 
he’s a gad-about, KSTPete is— 
he likes to get around. 


® And get around he does— 
via a continuing promotion 
campaign which is bringing 
the story of KSTP’s fine pro- 
gramming into the majority of 
Minnesota’s rural homes! 
Here’s the current campaign 
which is adding new listeners 
to KSTP’s large rural audience. 


], Big ads in The Farmer 
(Minnesota circulation, 
147,000) 


2. Full-page ads in Land-O’- 
Lakes News, reaching 
65,000 Minnesota farmers 


3, Audience-building ads in 
344 rural — with 
1,600,000 readers 


4, “On the Minnesota Farm 
Front” (column by Harry 
Aspleaf, KSTP’s Farm Ser- 
vice Director) carried by 81 
rural papers 


5, “Around Radio Row” 
(radio news-and-gossi 
column) published weekly 
by 70 country papers 


Personal appearances of 
KSTP’s Barn Dance group 
in Minnesota towns 


6 


Follow the lead of the leaders 
and choose KSTP to sell the 
important Minnesota market. 
KSTP gives you a rich rural 
audience as a no-cost plus to 
dollar-wise dominance of the 
Twin Cities area. 


50,000 WATTS... 


Clear Channel 


Exclusive NBC Affiliate 
for the Twin Cities 


Represented nationally by 
Edward Petry and Company 


Vitamin Firms to 
Take OPA Fight 
Into U. S. Court 


Washington, D. C., Dec. 1. — Re- 
newal of a fight by 13 large vitamin 
producing firms against a proposed 
OPA ceiling on their products is 
expected in the U. S. district court 
of appeals here next week following 
refusal of a lower court to consider 
the case yesterday. 

The action, contending that OPA 
cannot place ceilings below the 
price level of October, 1941, was 
dismissed by district court Justice 
Jennings Bailey with a statement 
that the district court lacked juris- 
diction. 

Attorneys of OPA had argued 
that challenges of this nature must 


be filed in the federal emergency 
court of appeals or in the U. S. Su- 
preme Court. OPA attorneys fur- 
ther contend that no action is pos- 
sible until the ceilings have actually 
been imposed and a grievance com- 
mitted. 

The vitamin manufacturers point 
out that prices for their product are 
currently at the October, 1941, level 
as ordered in the Price Control Act. 
They are contesting an OPA effort 
to establish a ceiling price below 
that level, asserting that OPA ceil- 
ings cannot be below the date in the 
Price Control Act. 

Attorneys for OPA point out, 
however, that section two of the 
Price Control Act says the agency 
shall make adjustments for such 
relative factors as the general in- 
crease or decrease in the cost of 
production and the general increase 
or decrease of profits. They say 


that cost of producing vitamins has 
greatly decreased since 1941, and 
that because of resulting increased 
profits to producers, OPA is justified 
in setting the ceiling price below 
the October, 1941, level. 


Kelso to Rock-Ola 


A. R. Kelso, formerly assistant 
general manager, United States 
Cartridge Company, St. Louis, has 
been named executive vice-presi- 
dent of Rock-Ola Mfg. Corporation, 
Chicago. 


Mercury to Hubbell 


Mercury Aijrcraft, Inc., Ham- 
mondsport, N. Y., maker of airplane 
parts and equipment, has placed its 
account with Hubbell Advertising 
Agency, Cleveland. Business paper 
space is being used. 


Advertising Age, December 6, 19.4: 


Gerth-Pacific Moves 


The Los Angeles office of Ger! 
Pacific Advertising Agency has be. 
moved to larger quarters at 219 
Seventh St. and the telephone ny 
—. has been changed to Tuc! 


Spoon to ‘West-Holliday 


Harry P. Spoon, formerly w () 
the advertising department of Ge; 
eral Cable Corporation, New Y; 
has joined the New York sales sig 
of West-Holliday Company, news. 
paper representative. 


Opens N. Y. Office 


Logan & Arnold, Los Angeles 
agency, has opened a New York 
office at 500 Fifth Ave. Miss Van 
Davis has been transferred from the 
Pacific Coast as manager. 
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Mac Lane d 


lorses” . 


business. 


Mrs. Jack Barnes thinks Mac 


refrigerators than that woman on the radio. . 


—_ 


qive tipsonthe 
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ESF but his counsel sways 
= a Billion Dollar Market 


Mac’s a question-and-answer man — and he loves it! 
So would you, too, if your “know-what-and-how”’ had 


built a lot of friendships and a prosperous hardware 


knows more about 
. Sam 


Alden wouldn’t pay a dime for a new hand saw unless 
Mac put his O.K. on it... Tom, Dick and Harry consult 
him about shotguns, ammunition, fishing tackle... 


hobby facts that test a man’s knowledge. 


. And so it goes, at MacLane’s Hardware Store, 


where neighborly counsel is dispensed along with an 
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Advertising Age, December 6, 1943 


100 Food Stores 
Opened by Co-ops 
Since Dec., 1941 


New York, Dec. 1.—Nearly 100 
ery co-ops have been opened 
m New York to California since 
‘his country entered the war, the 
Cooperative League of the USA re- 
oorted here last week following a 
irvey of its regional cooperatives. 
Expansion in the retail coopera- 
ve field has been marked by a 
harp increase in new food stores 
iespite manpower and supply short- 
wes, according to the League. By 
actual count 91 new food stores 
have been opened since Pearl Har- 
bor, but with complete reports 
unavailable for all regions, the 
organization said that the number 


of new co-ops may be more than 
100. 

Biggest increase was in the re- 
gion served by the Consumers Co- 
operative Association with head- 
quarters in North Kansas City, Mo. 
In its territory, 34 new stores were 
opened, many of them to supple- 
ment gas and oil co-ops which have 
been serving their communities for 
years. Midland Cooperative Whole- 
sale, Minneapolis, helped its mem- 
bers open 21 new food stores. 

The Eastern Cooperative Whole- 
sale here reported 16 new stores 
since Dec. 7, 1941, and at the same 
time reported two casualties which 
were unable to meet problems of 
management, shortage of supplies 
and a mobile membership. 

Central States Cooperatives, Chi- 
cago, registered five new stores, and 
in the area at the head of the Great 
Lakes, Central Cooperative Whole- 


sale gained six new stores since the 
beginning of the war. Farmers 
Union Central Exchange, St. Paul, 
will serve the two new food co-ops 
organized in North Dakota. 

Two new co-op food stores have 
been opened in California by the 
Consumers Cooperative of Berkeley. 
Consumers Co-op Enterprises, Oak- 
land, which operates four service 
stations, has opened a “grocery can- 
teen,” and the Palo Alto co-op is 
in the process of opening a frozen 
food locker to supplement its food 
store service. 


Joins Cecil & Presbrey 


Terence F. MacGrath, for the past 
four years vice-president and ac- 
count executive with Kelly, Nason, 
Inc., New York, has joined Cecil 
& Presbrey, New York, as a vice- 


president. 


Takes Hillman Post 

Harold Hutchins, executive edi- 
tor of American Druggist, has re- 
signed to become advertising man- 
ager of the Hillman Women’s 
Group, composed of Real Story, 
Movieland and Real Romances. He 
succeeds Lewis M. Russell, who has 
joined the advertising sales staff of 
Macfadden Publications. 


Adds Six Recowiie 


Six new accounts have been 
placed with Simons-Michelson Com- 
pany, Detroit agency. They are: 
Phillips Products, Inc., manufac- 
turer of Fru-tang, citrus fruit juice 
bases; Ken-Nite Company, auto 
polishes; Detroit Nut Company; Fry 
Products, seat covers; Stone Jewel- 
ers, and Food Industry Committee, 
all of Detroit. 


Neighborly counsel 
is dispensed along 
with an astounding 
variety of reliable 
products 


astounding variety of reliable products. It all seems sort 


of casual and friendly, but actual 


chandising force is being created 


in many thousands of hardware stores throughout the 


nation, 


You can use that 
Customer Confidence 


In these days when more time is given to post-war plan- 


ning than to selling, many thoughtful sales executives 


—including those who formerly 


the full their opportunity to enjoy hardware store 
volume -- are pondering ways and means tv cash in on 


the extraordinary customer-confidence enjoyed by the 


substantial hardware merchants. 


Many trade-marked products, 


the hard goods field, have lost some of their hold on the 


buying public because of wartime 


tising inactivity. Therefore the ea 


will rely more than ever before upon the recommenda- 
tions of the well-regarded dealer . . 


disers are starting right now to cultivate the hardware 


merchants... like MacLane.. 


forces in post-war selling. 


A Chilton © Publication 


. who will be such potent 


ly a tremendous mer- 


~in Mac’s place and 


Do you know the 
Hardware Dealer? 


The hardware merchant is coming through the war years 
successfully. . . . He is set for big things in the post-war 
market. . . . He is strong financially, progressive, and has 


won the confidence of his substantial-citizen customer, 


the purchaser of trade-marked products for the home, 


farm and industry. He is planning to capture sales- 


had not developed to 


markets’ main entrance rj 
into the plans — 


particularly those in 


restrictions and adver- 


rly-post-war purchaser 


. and wise merchan- 


Sales executives are 
pondering ways to 
cash in on customer 
confidence 


100%, voluntary 
Number One 


Wholesalers doing 95° 
29,000 retail Stores. In 1942 


in hardware publications y 
and 61.6% 


A File of facts — 


How to Sell It” is yours for the asking. 


Hardware Age has 
of Suggestions 
available goods during war-time. Ea 
Published contribution Carries 


8 
hown here — now eagerly loo 
hardware trade leaders. 


ght into the 


nant business paper, 


of the b 
40 of 


95.7% 
Yo used it exclusively, 


“The Hardware Market 


contributed hundreds 


for sales and service on 


ch 
the symbol! 
ked for by 


volume with new products, new services, new sales 
methods. 


REACHING THE GRE 
AT 
HARDWARE MARKET 


turer will go through the 
stores —- and 
of the leading merchants who do 
ess, through HARDWARE AGE 


ware 


the business, and serving 


o Of the advertisers 
sed HARDWARE AGE, 


ON AVAILABLE Coops 


@ Charter Member @® 


WARE AGE 


100 East 42d Street New York 17, N. Y. 
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you can 
have the 
lady fingers 


WHO AM |? I’m a war 


worker in Gary. I’m one of fifty 
thousand doing the kind of work 
that builds oversized appetites. 


I’ve got thousands of girl buddies 
working along with me now. 
Good scouts, too. Do as good a 
day’s work as any man. Their 
only worry about their figure is 
to keep ’em filled with food that 
will keep ‘em strong. 


What do you sell? Have you told 


me about it? Do I read what? 


Don-n-n’t make me laugh; that 
ain’t published in Gary. 


Sure, me and my family all read 


THE GARY 
POST-TRIBUNE 
Gary's Only Newspaper 


AP, UP and 


INS and features like Lippmann, 


Look what we get 


Thompson, Sullivan, Brown, Gal- 
lup, Lawrence, Brenner, Fiddler, 
McLemore, Leman, Tucker, Eliot, 
Dr. 


Crane, and others on the women’s 


Mackenzie, Colby, George 
and sports pages, that are there 


every day. 


Mister, I get the news of all that’s 
happened right from my front 
gate, around the world and up to 


my back door. 


When you want to sell me and my 
family, there’s only one sure way 


to reach us, and that’s by adver- 


tising in 


7 
THE GARY POST-TRIBUNE 


Gary, Indiana 
National Advertising Representatives 


BURKE, KUIPERS & MAHONEY 


NEW YORK CHICAGO 


DALLAS ATLANTA OKLAHOMA CITY 
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Simmons to KPO 


David N. Simmons, formerly with 
Stations KDYL, Salt Lake City, and 
KSOO, Sioux Falls, S. D., has joined 
the sales staff of KPO, San Fran- 
cisco. 


Two Join Four A’s 


Dozier - Graham - Eastman and 
L. C. Cole, Los Angeles agencies, 
have been elected to membership in 
the Four A’s. 


“Why doesn’t she do her adver- 
tising over WFDF Flint Mich- 


igan?” 


Food Industry's 
Joint Campaign 
Attacks Problems 


Detroit Group Seeks 
New Workers in 
$50,000 Drive 


Detroit, Dec. 1.—Harassed by ra- 
tioning, acute manpower shortages 
and the added load of several hun- 
dred thousand newcomers to feed 
in this area, greater Detroit’s over- 
burdened food industry has turned 
to advertising to help solve some of 
its perplexing problems. 

A campaign, now under way, will 
involve the expenditure of $50,000 
during the four months to Feb. 1. 
It is sponsored by the Food Indus- 
try Committee, made up of all 
branches of serving, retailing, 
wholesaling, processing and manu- 
facturing of food. With the essen- 
tiality of the food industry and its 
workers as its theme, the campaign 
aims to build good will for all 
branches of the industry, step up 
the morale of employes, and recruit 
new workers. 

The schedule calls for weekly 
insertions of quarter-page ads in 


ar A> on 


Detroit daily papers, Sunday roto- 
gravure sections and trade publica- 
tions. Other media include painted 
boards, radio spots, street car cards, 
window banners and store signs. A 
feature of the campaign is the photo 
identification badge, made available 
to employers in the food industry 
for distribution to their workers. 
These badges, mounted in transpar- 
ent plastic, identify both employer 
and employes as_ essential war 
workers, and tend to create a spirit 
of self confidence and pride in the 
work being done. 


Workers Declared Essential 


Because of the importance of the 
selling, distribution and manufac. 
turing of food in greater Detroit, 
all workers in this area have been 
declared “essential” by the War 
Manpower Commission. 

On Dec. 7, 1941, a total of 5,400 
retail grocery stores were being 
operated in Detroit—4,000 indepen- 
dent and 1,400 chain stores. From 
Pearl Harbor to May, 1943, 1,800 
stores were forced to close, pri- 
marily due to lack of manpower. 
Since May this rate has been greatly 
accelerated. Normal employment 
in these stores would be approxi- 
mately 20,000, but they are now 50 
to 75% undermanned. 

On Dec. 7, 1941, there were 4,800 
restaurants in greater Detroit. 
Around 1,800 have closed since 
Pearl Harbor, and they are now 
closing at the rate of 50 per month 
for lack of manpower. Approxi- 
mately 27,000 persons are currently 
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SEEK FOOD INDUSTRY WORKERS 


Goin “Thee \N WEARING 

THIS BADGE OF THE 

ESSENTIAL WAR WOR 

IN THE FOOD INDUSTRY... 
“Food 
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| aoanpromtemn| 


ssentia 


These e 


EN OF ALL AGES 


MEEDED TO CARRY OM FOR THE WAR EFront 


These Jobs Dectarea ESSENTIAL 
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FOOD INDUSTRY COMMITTEE 
owe eeteeting 


<0 of at brenehes of Beresing Sere 
Prosenarng ond Manctecrering wf hong 


Importance of working in essential food industry jobs is emphasized in a new 


series of quarter-page advertisements undertaken in the Detroit area. 


The war 


worker badge is shown in copy at the left. 


employed in the restaurant field 
here—one-third less than required 
to render normal service to the 
public. 

At present, there are only 62,000 
persons engaged in all phases of the 
food industry in Detroit, according 
to competent observers. These 
workers produce, sell, deliver and 


it tops all magazine sections and maga- 


How pre-editing of stories builds Pinsit, acc trom iesinning to en 


leadership in readership among all mag 


PARADE'S EDITORS decided to give readers a portrait of a WA 
pictures and captions. Surveys of public interests had already shown the 
intense civilian curiosity about our rapidly expanding woman's army. 


CASTING FOR TYPES was the next 
step. The principal, the support- 
ing cast, were picked as carefully 
as Hollywood picks actors. 


C M.P.—in 


RESULT—nothing left to chance, nothing 
hit-or-miss. Parade editors knew in ad- 
vance the picture-action, even facial 
expressions they would get. 


4 


Wid 


sei 


ath 


PRE-EDITED CAPTIONS fitted each picture 
perfectly, to complete a logical, continuous 
story told through individuals. More about 
Parade’s editorial methods next month. 


zines for family readership — as proven 
by frequent surveys. 

Creative people in Advertising, aim- 
ing at high readership, will profit from 
careful study of Parade methods. Above 
all, they will find that Parade’s Number 
One rating for reader interest results 
from Parade’s unique technique — pre- 
editing of picture-stories. 


azine sections 


4 : a . . 


FIRST STEP was to prepare a detailed scenario of 
the story. Each picture was planned to show a 
phase of a WAC M.P.’s training or her duties. 


. a i | 
— : 
— oy 
ees vet 


serve a market of more than 2,000.- 
000. In other words, the entire 
population is dependent upon 3° 
of its people for food services, a 
ratio considered dangerously low. 
The Food Industry Committee's 
advertising is being handled by 
Simons-Michelson Company. 


‘Herald-Sun’ Hikes Rates 


The Herald and Sun, Durham, 
N. C., have increased their rates 
from 15c per line to 16c, effective 
Dec. 1. The Sunday issue rates have 
been raised from llc to 12c. In 
spite of the increase the new milline 
rate will be the lowest in the his- 
tory of the papers, due to steady 
increases in circulation. 


WMC Uses Full Pages 


The War Manpower Commission 
is using full-page advertisements in 
San Francisco daily and labor news- 
papers to promote additional regis- 
tration in essential industries. Funds 
are being contributed to continue 
the campaign. McCann - Erickson 
handles the account. 


INTERIOR AND EXTERIOR 


displays 


PRODUCED WITHOUT USIN! 


CRITICAL MATERIALS | 


, Are critical materials posing 

problem for the production of win- 
dow, counter, point-of-sale and 
other displays? Then, ask us to 
show how exhaustive researc!) 
with non-critical materials ha- 
enabled us to produce sturdy 
ornate, long-life silk-screen di- 
plays for leading national account- 


DISPLAY PROGRAMS 
WITHOUT INTERRUPTION 


Yes— you can embark on long-run 
campaigns, assured that Sullivan 
Nolan can consistently producé 
any quantity of silk-sereen dis 
plays, from the smallest dial up t 


24 SHEET POSTERS. 


SEASONED ADVERTISING MEN 
WHO KNOW YOUR PROBLEMS 


Here you will find thoroughly 
trained men with a background of 
29 years of experience who under- 
stand your display problems in 
every detail. A trial of our serv- 
ice can lead to a lasting alle 
giance between your production 
department and ours. Write or 
phone 
o 


SULLIVAN-NOLAN ADV. CO. 
Thomas D. Sullivan, Prés~ 
‘Telephone DELaware 5619 
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As seen in LIFE and FORTUNE 


SE ae 


R 

' No one knows when primitive man first be- 

) came conscious of fire. But science tells us 
this: If it were not for man’s conquest of fire 

| 


through the centuries, civilization could 
scarcely have advanced beyond the Stone Age 
d and human beings would still be living in 


caves, eating roots and raw meats. 


VEST POCKET SALESMEN 


Today it’s difficult to picture the time when the 
n only source of fire came from Nature. . . for in 
: the pockets and purses of over 50,000,000 
American men and women the simple little 
s book of matches is taken for granted. Yes, the 


BOOK MATCH is the indispensable com- 


. UNIVERSAL 


).. AN 


INSTITUTION KEYED TO 


panion to one of the greatest habits in the 
world—smoking. As that companion it has 
become a powerful, arresting and PROVED 


ADVERTISING MEDIUM. 
IT TELLS AND SELLS 


Many of America’s leading national adver- 
tisers use hundreds of millions of Universal 
Book Matches every year to carry their story 
to the consumer. Quickly and repeatedly the 
Universal Book Match ¢e//s and se/ls for lead- 
ing products, names and services. In fact, we 
can probably show you companies in your 
own field that have found Universal Book 


Match advertising gives far greater returns per 


MATCH 


LEADERSHIP /# AND DEDICATED 


CORPORATION 


TO SERVICE 


wae Fy 


“Nature Reveals Fire to Primitive Man” 
First of a series portraying The History of Fire 


Did this man start a civilization? 


dollar invested than other forms of advertising. 


A SIMPLE TEST 


The power of book match advertising can be 
quickly proved by a test in any city or section 
you select... with as small an appropriation as 
two thousand dollars. lf you have never heard : 
the story of the remarkable results you can 
obtain for your firm or clients with Universal 
Book Match advertising, one of our represen- 
tatives will gladly give it to you. Just drop us 
a line. There’s no obligation, of course. 


UNIVERSAL MATCH CORPORATION 


General Offices, Saint Louis 


Sales offices in all principal cities coast to coast. 
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Kudner Names Two 


New Vice-Presidents 

Hayward M. Anderson and Robert 
D. Stewart have been named vice- 
presidents of Arthur Kudner, Inc. 
Both newly-appointed officers have 
been with the agency since its or- 
ganization in 1935. Mr. Stewart has 
been an account executive and 
agency operations superviser. Mr. 
Anderson, a member of the copy 
staff, has been assistant copy chief 
for the past year. 


Choose the 


Leader... 


Autos First on 
Postwar Shopping 
List, Survey Shows 


New York, Nov. 30.—The number 
one postwar item on the shopping 
list of the U. S. public will be an 
automobile, according to Fortune’s 
December survey, which reveals, 
among other preferences, that 21% 
named “a car” as the thing they 
hope to buy first when times are 
peaceful. 

The survey, conducted among all 
social, economic and geographic 
groups in the United States, also 
disclosed that: 

(1) “A house,” or “house re- 
pairs,” (18.6%) ranks next to cars 
in popular esteem. 

(2) Counting only 12 of the 
most popular specific articles, the 
dammed-up demand already totals 
more than $28,000,000,000. 

(3) Nearly 50% of the people say 
it is harder to make ends meet 


today than it was a year ago; a 
“feeling of hardship” greater than 
any previously recorded by the sur- 
vey since it started in 1935. 


Most Have Definite Plan 


Nearly 70% of Americans, For- 
tune reports, already have some- 
thing definite in mind to buy as 
soon as peace comes. Third choice 
revealed by the survey indicated 
that 8.6% would buy mechanical 
refrigerators, while washing ma- 
chines were next with 5.1%; stoves, 
4.5%; rugs, 3.6%, and radios, 3.4%. 

An example of the great pent-up 
demand which is being built 
through the war years is indicated 
by the 21% vote for automobiles. 
If 21% of America’s families tried 
to buy new cars after the war, says 
the Fortune report, it would mean 
some 7,400,000 orders, compared 
with an average peacetime purchase 
of about 2,500,000 to 3,000,000 a 
year. 

The survey gives both a storm 
signal and an invitation to postwar 
planners on the subject of postwar 
building construction, saying that if 
only 13.3% of the nation’s families 
build homes, as indicated, it would 
create an unheard-of amount of 


construction: a total of about 4,700,- 
000 homes. The largest number of 
houses ever built in one year in the 
U. S., not counting farm areas, is 
937,000, built in 1925. 


Foresees Refrigeration Boom 


A postwar boom in refrigeration, 
bringing with it a revolution in 
food distribution, is envisaged in 
another article in the December 
issue of Fortune. It foresees a 
“colossal” future for air condition- 
ing after the war, not only in com- 
mercial and industrial installations, 
but in dwelling houses. Wide- 
spread adoption of home freezers, 
Fortune points out, may pave the 
way for distributing services which 
will deliver frozen foods in quan- 
tity—cooked or uncooked—direct to 
the housewife’s door. 

Declaring that a+ huge unsold 
market for household refrigerators 
still exists, the article envisages the 
home freezer as a second refriger- 
ating unit in hundreds of thousands 
of homes. The big question, says 
Fortune, is whether the average 
urban consumer will bother with 
quantity purchases of food for a 
freezer when rationing is over and 
he can get anything he wants at 


Buy W 


MORNING 


73.0 
60.6 


ual 


AFTERNOON 


ee 
EVENING 


64.9 


THE COLD FACTS 


on HE HOT WGBI HOOPER INDEX 


IN SCRANTON—HUB OF AMERICA’S 19' 


MARKET! 


In all your radio experience, how many times have you run across 
a Hooper Station Listening Index of 60.6... or 64.9... or 73.0? Certainly 
not often, and then probably only in Hayrake Corners or East Bicycle. 
Yet, those are the phenomenal ratings Hooper gives WGBI . . . morning, 
evening and afternoon respectively . . . and that’s for Scranton, the Hub 
of America’s 19th Metropolitan Market! 


It’s no wonder that 127 advertisers have used WGBI consistently 
four years or more . . . not only to cover Scranton but to sell the rest of 
the 629,581 spenders that WGBI reaches in SCRANTON-WILKES- 
BARRE. These advertisers know, and you should learn, that it pays to 
RELY on WGBI. Ask your John Blair man. 


(Figures from Hooper Station Listening Index—Oct. 1912 thru Feb. 1943) 


SCRANTON 


CBS AFFILIATE 


910 KC 


1000 WATTS DAY 
500 WATTS NIGHT 


WG 


FRANK MEGARGEE, President 


PENNSYLVANIA 


BLAIR 


& COMPANY 
National Representatives 
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MORE TO COME 


COMPANY 


\ LIMITED 


"You'll hear more about nylon,” promises 

this Dominion Rubber Co. copy, which 

is appearing in Canadian newspapers. 

MacLaren Advertising Co., Toronto, is 
the agency. 


the corner store. One answer ad- 
vanced is to make quantity pur- 
chasing easy by delivering frozen 
foods, cooked or uncooked, directly 
to the home. 

One enterprising owner of a Cali- 
fornia chain of cafeterias aims to 
use the freezing process to bring 
the blessings of his chain to the 
whole nation. Food cooked in cen- 
tral kitchens, then frozen and dis- 
tributed to his restaurants, elimi- 
nating waste and maintaining 
uniformity on a scale otherwise im- 
possible, is the brain-child of this 
restaurateur, who envisages 800,- 
000,000 beefsteaks a year broiled in 
or near Chicago, quick frozen and 
eaten any time from a day to six 
months later, anywhere from Maine 
to Mexico. 

The potentialities of air condi- 
tioning are greater than the poten- 
tialities of commercial and house- 
hold refrigeration combined, ac- 
cording to the article, which says 
the prospects for this industry are 
“little less than colossal.” 

Not even the dominant market 
has been scratched, says Fortune. 
Fewer than 10% of all big depart 
ment stores, fewer than 25% of 
railroad passenger cars, hardly 15% 
of all hotels and only 5% of office 
buildings and hardly any smal! 
stores are air conditioned. The 
potential residential market is huge, 
with apartment houses a virtually 
unexploited market. 


Ian Seeds Joins 


Columbus Agency 


Ian S. Seeds, for 
the past 15 years gums 
market analyst @ 
and account 
executive of R. L. 
Polk & Co.’s east- 
ern division, New 
York, has joined 
Mumm, Romer, 
Robbins & Pear- 
son, Inc., Colum- 
bus, O. He will 
specia lize in 
postwar market 
studies and pro- 
motion planning 
for the agency's 
clients. 

Previous to his connection with 
R. L. Polk, Mr. Seeds was sales 
promotion manager of Garford 
Truck Company and Willys-Over- 
land. 


Cullinano Named 


Cummer Ad Manager 

O. J. Nickel, formerly advertising 
manager for the Cummer Company, 
and Michael J. Cullinano, previous!) 
in H. J. Heinz Company’s advertis- 
ing and promotion departmen'. 
have been named manager of sale: 
and advertising manager respec- 
tively of the Cummer Compan 
Division of Sterling Drug. 


lan Seeds 


Manufacturing plant and execu- 
tive offices of Cummer Company, 
maker of Energine, cleaning fluic 


and shoe white, have been movec 
from Bedford, O., to Brattlebor 
Vt. 


WTBO to NBC Network 
WTBO, Cumberland, Md., plan 


to operate full time as an NBC af- 
The station 


filiate, starting Jan. 1. 
has received FCC permission 
change its frequency from 820 | 
1,450 ke. Dale Robertson, genera 
manager of WARM, Scranton, Pa 


joined WTBO as station and com- 


mercial manager Dec. 1. 
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Printed Matter 
Limited in New 
Canadian Order 


Edict Planned to 
Malve Usage, Save 
Paper Supply 


Ottawa, Ont., Dec. 1.—Drastic 
restrictions on the manufacture, 
use, processing or purchase of 

rinted matter, aimed to curb over- 
all use by as much as 50%, are con- 
tained in a new Canadian Wartime 
Prices and Trade Board order, 
effective today. 

Purpose of the order is to con- 
serve paper used in the production 
of printed matter “so as to preserve 
a sufficient supply of wood fiber to 
meet essential military and civilian 
! equirements.” 

Certain types of printed matter 
(business reply postcards or envel- 
opes, blotters, jumbo size and multi- 
sheet calendars) are _ prohibited. 
Restrictions are placed on other 
forms of printed matter and the 
purchase or use of essential printed 
matter in quantity is regulated by 
permit. Printed matter less essen- 
tial than forms and records required 
in business, is restricted to a maxi- 
mum of 25 pounds for any person 
ic any month. 


Must Obtain Permits 


Any person who bought in 1942, 
or in any 12 months thereafter, for 
use in his business, more than five 
tons or $2,500 worth of the kinds 
ff printed matter permitted by the 
order, must in future get a permit 
from the administrator. Permits 
are also required by anyone buying 
more than $100 of printing if he 
has on hand a year’s supply. 

The amount of paper used in the 
manufacture of greeting cards is 
cut to 50% of the tonnage used in 
1942. 

The order bans the following: 

(1) The printing of any return 
or business reply postcard or envel- 
ope except an envelope designed for 
both original use and return. 

(2) Printed blotters except a blot- 
ter manufactured for resale at 
wholesale or retail or a_ blotter 
cover attached to a writing pad. 

(3) The manufacture, processing 
or finishing of a hanger calendar 
unless it consists of a single sheet, 
flat or folded with or without 
mounted illustration and with or 
without calendar pad, which single 
sheet does not exceed 570 square 
inches in area; unless it records a 
calendar period of not less than 12 
months; or unless it bears the name 
of a manufacturer. 

(4) No one may attach to any 
hanger calendar of the above types, 
a date pad consisting of more than 
12 sheets. In no case shall the area 
of any single sheet of a date pad 
exceed 90 square inches. 


New Catalogs Banned 


(5) Except by written permission 
from the administrator of Publish- 
ing, Printing and Allied Industries, 
no one is permitted to publish or 
issue a catalog or price list contain- 
ing illustrations of goods or services 
unless they published or issued one 
describing identical or similar goods 
or services within the 12-month 
period ending Nov. 30, 1943, and 
unless such publication or issue in- 

olves use of less than 500 pounds 
f paper. 
_ (6) No one may display, after 

ec. 31, 1943, any printed poster, 

ill or card advertising any event 

r which an admission fee is 

harged, except on the premises 
vhere that particular event is 
‘aking place, or on a 24-sheet 
oster, or in a public passenger con- 
eyance. 

The administrator is given sweep- 
ng authority to require any person 
to obtain a permit to manufacture, 
process or finish or to purchase, 
acquire or hold at his disposal, 
printed matter of any kind, weight 
r value. 

Exemptions are granted on 
printed matter for personal use; for 
religious, charitable and_ similar 

groups when it contains no adver- 
Using other than that of the pub- 
lisher; when required by law or 
manufactured under contract with 
various government agencies; for 
resale; and for maps, charts, etc., 
which contain no advertising. 

The board said distribution of 
print paper used for the production 
of newspapers, other periodicals or 
publications already restricted by 
previous orders is not affected by 


Schenley Buys Matei 


Winery for $1,000,000 


Schenley Distillers Corporation, 
New York, which already controls 
Cresta Blanca, Roma and other 
California winery and brandy prop- 
erties, has purchased Matei Winery, 
Fresno, for a reported price of 
$1,000,000. 

Matei properties have a 2,000,000- 
gallon wine storage capacity. 
Schenley has formed the California 
Vineyards Association to operate its 
California interests, with headquar- 
ters in Fresno. 


Middleton Joins R&R 


Harold E. Middleton, formerly 
with Advertisers, Inc., C. C. Win- 
ningham Agency, and Lee Anderson, 
Inc., has joined Ruthrauff & Ryan 
as space buyer in the Detroit office. 


Use of Catalog 
Paper Cut to 85% 
of 1941 Levels 


Washington, D. C., Dec. 1.—Cat- 
alogs, directories and shopping 
newspapers have been assigned 
paper quotas limiting them to 85% 
of their paper usage in 1941 under 
the latest version of L-241, the com- 
mercial printing order, WPB of- 
ficials confirmed today. 

Although the order assigns print- 
ers a paper quota of 85% of their 
base for 1941, a special schedule 
added to the order declares that 
“No person shall cause to be con- 
sumed ... more than 85% by 
weight” of the paper used for cata- 
logs, directories and shopping news- 
papers during 1941. 


According to WPB definitions, 
catalogs must be given away free, 
and issued at least once every four 
years. Yearbooks which are an an- 
nual edition of a regular periodical 
are included in the magazine limi- 
tation order, while catalogs which 
are sold, are considered as books, 
and subjected to the 25% cut pro- 
vided in L-245, the book limitation 
order. 

In explaining the special position 
of catalogs under the commercial 
printing order, Officials point out 
that the amount of paper by weight 
used in publishing a catalog may 
not exceed 85% of the 1941 usage 
regardless of whether the printer 
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has the paper available. In most 
cases commercial printers are per- 
mitted to devote whatever portion 
of their quota they wish to a par- 
ticular customer. In the case of 
catalogs, however, the publisher is 
specifically prohibited from using 
additional paper, no matter what 
facilities the printer may offer. 


S&S Marks 25th Year 


Stevenson & Scott Ltd., Montreal 
advertising agency, celebrating its 
25th anniversary, has taken space 
in business papers to extend greet- 
ings to customers, publishers, sup- 
pliers and competitors. 


GIBBONS 


ADVERTISING 


TORONTO MONTREAL oo 


KNOWS CANADA 
J. J. GIBBONS LTD. 


SAY STREET. - 


MERCHANDISING 


REGINA CALGARY EOMONTON VANCOUVER 


¢ 
pS 


the new order. 


200000000 HO 


500,000 ABC Circulation. Member Agricultural Publishers’ Association 
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POULTRY TRIBUNE - 
AMERICA’S 


Mount Morris, 


LEADING POULTRY 


as : 


in your Farm Paper Schedule! 


Illinois < 
FARM MAGAZINE 
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ms are: 

- >, 


* Today the gross farm income 
from Poultry and Eggs exceeds 
Two Billion Dollars a year. That 
means this branch of farming 
produces more revenue than all 
grains combined. 

That's one reason why suc- 
cessful advertisers find Poultry 
Tribune ranks so high in sales 
per dollar invested. It covers a 
great market... 
market... 
500,000 A.B.C. Circulation. 


TRIBUNE 


: ‘To cover the most responsive ——- 
section of the Farm Marke 


a responsive 
and serves it well with 
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The Saturday Evening Post and Hundreds of the 


~ TRIBUTE TO THE) 


The thind of « sromp of paras atitrewwed 
the memergrd mations of Lnrape. 


AN OPEN LETTER TO THE 


neta, 

UNCONQUERABLE sna m0 

oe AN OPEN Lerre, TO THe 
I UNCONQUERABi 


JOSEPH AUSLANDER p 
POUNTENG OF Ome aTeeETOR i 


POLES 


7? APVED betecrre the devil 
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This + war. > ; Pvgde 
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New => did the Manter Reve mresure 


As ewe eon od 
Sethey wen eed heen L meme 


Published by the Post as an editorial tribute to our sub- 
merged but unconquerable Allies, these deeply moving 
poems are a reminder to the American people that without 
the unconquerable spirit of the oppressed peoples, the cause 
of the United Nations would be immeasurably delayed. 


Monday, January 10 Tuesday, January 11 
GREEK DAY CZECHOSLOVAK DAY 


is 


’ : 
Ss 


“ 


“I express to Mr. Auslander and the editors of The “The words of Joseph Auslander in The Saturday Eve- 
Saturday Evening Post the grateful thanks of the ning Post have portrayed the manner of men they are 
Greeks of the world for this message of hope and sur- —and spoken of faith and hope to the people of my 
vival from your nation to mine.” country.” 


CIMON P. DIAMANTOPOULOS VLADIMIR S. HURBAN 
Ambassador of Greece Ambassador of Czechoslovakia 


et ovat 
the 
on hae Me ine 


Wednesday, January 12 
DUTCH DAY 


“We are deeply grateful to The Saturday Evening Pos' 
for publishing Mr. Auslander’s message as an inspira 
tion to all whose courage and faith will in the end 
restore decency to all the world.” 


ALEXANDER LOUDON 
Ambassador of the Netherlands 
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| Nation’s Leading Department Stores present.... 


|UNCONQUERABLES J 


JANUARY 10-15 


A Nation-Wide War Bond Drive, 
Inspired by Joseph Auslander’s 
Letters to The Unconquerables in 
The Saturday Evening Post 


Waa aac supported by the 


embassies of the oppressed nations — 

backed by a steady program of publicity by 
the Post — co-sponsored by great department 
stores in hundreds of cities throughout the 
nation — this War Bond drive will bring to 
the forefront of public attention the magnifi- 
cent contribution being made by the occu- 
pied countries. 

That is its inspirational purpose. 

Practically, it is designed to sell extra mil- 
lions of dollars of War Bonds and Stamps in 
the name of the Unconquerables. 

Sponsoring department stores will publi- 


vertising, promotion and window displays. 
Everyone buying a $25 War Bond or more 
at the store will receive, free, a set of full- 
color reproductions of all five Letters to the 
Unconquerables, suitable for framing, con- 
tained in a specially designed envelope. Also, I 
each purchaser of a $25 War Bond or more 
will receive, with the compliments of the five 
governments, interesting and important lit- 
erature about the various occupied countries. | 
Every Bond buyer will receive, free, a folder | 
giving a biographical sketch of Joseph Aus- 
lander and the story of how the Open Letters | 
to the Unconquerables came to be written. i 
Here, again, is a demonstration of the will- | 
ingness of the nation’s retailers to devote their | 
great resources to the vital job of selling War 
Bonds to speed victory. 
You are cordially invited to visit the store baaatl 
in your city sponsoring the Tribute to the . 


cize Tribute to the Unconquerables with ad- Unconquerables. 
Thursday, January 13 Friday, January 14 Saturday, January 15 _ 
POLISH DAY NORWEGIAN DAY UNCONQUERABLES DAY 


Reg ok oe Seals 


‘Mr. Auslander’s message in The Saturday Evening “It is good that the editors of The Saturday Evening This final day of this week’s Tribute to the Uncon- Si 
- Post, expressing so vividly the feeling of this great Post have found a way to express to my countrymen querables is dedicated to all the oppressed nations, in- i, 
a free nation toward my people, will help to strengthen the friendship of this great nation of free men.” cluding France, Belgium, Denmark, Luxembourg, and 


JAN CIECHANOWSKI 
Ambassador of Poland 


their faith and courage.” WILHELM MORGENSTIERNE Yugoslavia. 


Ambassador of Norway 
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Thomson Heads 
Dickie-Raymond in N. Y. 

E. W. Thomson, vice-president of 
Dickie-Raymond, Inc., Boston mer- 
chandising and direct advertising 
organization, has been named man- 
ager of the company’s New York 
office, 521 Fifth Ave. He takes the 
place of John H. Sweet, vice-presi- 
dent, who is on leave of absence as 
a lieutenant in the Navy. 

Howard M. Wilson, formerly 
supervisor of creative work on Bos- 
ton accounts, has been transferred 
to New York as copy chief. 


Bans Unauthorized 


Use of Scout Name 


The United States circuit court 
of appeals, New York, has upheld 
the right of the Boy Scouts of 
America to protection from _ the 
unauthorized use for commercial 
purposes of the words “Boy Scout,” 
“Scout” and “Scouting” on articles 
in common use as a part of the Boy 
Scout equipment. The case arose 
out of a Federal Trade Commission 
order requiring a manufacturer to 
cease “marking and advertising” 


knives under the Scout name. 


WBN 


PULLS ‘EM IN 
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CENTRAL OHIO'S ony 
CBS OUTLET 
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Oct. Newspaper 
Linage Continues 
Upward Trend 


Chicago, Dec. 1.—QOctober linage 
in newspapers of 52 cities measured 
by Media Records registered gains 
in all classifications, according to 
Media Records’ latest tabulation. 
In the ten-month period, Jan. 1- 
Oct. 31, all classifications showed 
gains over the same period a year 
ago, with classified the leader, as 
in past months, with a gain of 
32.8%. 

The October linage record shows 
several classifications down com- 
pared with September, but still 
substantially above the figures for 
October, 1942. Automotive linage 
gained 22.6% in October, compared 
with last year; general, 38%; total 
display, 11.9% and total advertis- 
ing, 14.7%. . 

In the ten-month period, gen- 
eral advertising gained 29.7% as 
compared with the same period last 
year; automotive, 18.8%; total dis- 
play, 8.8% and total advertising, 
13.9%. 


Thor Appoints Fisher 


Thor-Canadian Company, Toronto 
manufacturer of washing machines 
and ironers, has named the James 
Fisher Company, Toronto, to handle 
its advertising. 


does it—in Philadelphia 


One newspaper is the regular daily choice of 4 out 


of 5 Philadelphia families. One newspaper is the 


leading daily Philadelphia newspaper and has been 


the leading newspaper 


One newspaper is and 


for 38 consecutive years. 


consistently has been the 


leading advertising medium in Philadelphia. One 


newspaper — and that newspaper is The Philadel- 
phia Evening Bulletin. (Circulation over 600,000.) 


In Philadelphia—nearly everybody reads The Bulletin 


a 


Advertising Age, December 6, 19.3 


OCTOBER NEWSPAPER LINAGE AT A GLANCE 


OCTOBER 1943 - 1942 


GAIN AND LOSS PERCENTAGES - 52 CITIES 


CLASSIFICATIONS 0 10 20 x» 40 50 60 

RETAIL 3.% 

Generar 38.0 

AuTOmoT ive 22.6 

FINANCIAL 23.3 

Torar DisPLay 1.9 

Ciassirie@ 25.6 oe 

TOTAL ADVERTISING 14.7 

Department Stores 3.8 | 

JANUARY 1 = OCTOBER 31, 1943 - 1942 
| 

RETAiL 3.1 

General 29.7 | 

AuTOMOT IVE 18.8 

FiNanctAL 3.0 | 

Tora DisPray 8.8 

CLassiFieD 32.8 

Tora ADVERTISING 13.9 | 

Derartment STores 4.8 

0 10 20 30 40 50 60 


October newspaper linage, according to Media Records’ measurement in 52 
cities, continued to show gains in all classifications in October, compared with 


the same month last year. 


In the Jan. !-Oct. 31 period the largest gain was 


made by classified, which was 32.8 per cent ahead of the same period of 1942. 


Tide Water Takes 
75 Papers tor 
New Winter Drive 


New York, Dec. 1.—JIn addition 
to its current advertising for Veedol 
motor oil, now running in more 
than 200 eastern newspapers, Tide 
Water Associated Oil Company has 
inaugurated a fall and winter cam- 
paign in 75 to 100 newspapers in the 
Middle West for both Veedol oil and 
Tydol Flying A gasoline. 

Advertisements are 492-lines each 
and will be used in varying sched- 
ules throughout the next six months. 
Copy pays wartime tribute to the 
company’s dealers and customers. 

One insertion, headlined “Fill ’er 
up, please!’’, points out that “You 
don’t need so much gasoline from 
your Tydol dealer these days. But 
you actually need more of his other 
services. . So, no matter if his 
business does consist of more serv- 


ice and less sales, longer hours and 
shorter profits, he’s always there at 
his Tydol station ready to help you.” 

Lennen & Mitchell handles the 
account. 


JWT Appoints Davis 
Chicago Radio Chief 


Tyler Davis has been named radio 
director for J. Walter Thompson 
Company’s Chicago office, replacing 
Buckingham Gunn, who will be- 
come program director of WGN, 
Chicago. Mr. Davis, who will as- 
sume his new post Jan. 1, at 
present assistant to the vice-presi- 
dent of Lake, Spiro, Shurman, Inc., 
Memphis agency. 

Previously he was radio director 
of Kenyon & Eckhardt for five 
years. Mr. Davis also served with 
Barton, Durstine & Osborn and 
Winsten & Sullivan, later Addison 
Vars, Inc., before entering the radio 
field in 1931. In 1934-35 he inaugu- 
rated three network programs fo! 
Vick Chemical Company, New York. 


is 
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Increase in Payrolls 
in The South Bend City Zone 


* 


x~ kK kK ke 


Money going out to industrial employes 
shows an increase of 45.3 percent over 


INDIANA 


a year ago, according to official employ- 
ment figures. At the same time employ- 
ment increased only 16.8 percent. This 
means just one thing — more money to 


individual workers 


an inviting market 


becoming more inviting all the time. 


There is only one way to effectively reach this market 
and that is by using The South Bend Tribune, the only 
daily paper in the field. The Tribune has a circulation 
of more than 80,000 with 43,521 in the South. Bend- 
Mishawaka zone. This amounts to a coverage of 121 
percent of the homes in the two cities. 


Such concentrated circulation can only be contrasted 
with the scanty coverage of the big city papers in the 
so-called “Chicago territory.” The biggest big city pa- 
per has less than 5,000 circulation in this city zone 
and a good part of this is newsstand. 


The Tribune’s circulation 


is the largest in Northern 


Indiana and Southern Michigan, the largest between 
Indianapolis and Grand Rapids. 


STORY, BROOKS & FINLEY, INC. National Representatives 


The Soulh Bend Tribune} 
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“ CIRCULATION ? 

= With 3,101,993, Fawcett Women’s Group is the leader by over 
9 176,000. 

tor 

f NEWSSTAND SALES? 

ind With 98.2%, Fawcett Women’s Group is the leader by 403,779... 
die highest newsstand percentage of all major media in the Nation. 
u- 

for 

rk RATE PER THOUSAND ? 

“t With $1.28—against $1.38 and $1.35—Fawcett Women’s Group is 


the leader here. 


COPIES PER DOLLAR? 


With 783—against 722 and 739—Fawcett Women’s Group is the 
leader here. 


NUMBER OF ADVERTISERS ? 


With 558 in 1943—Fawcett Women’s Group is the /eader here. 


Read this important news about 
the paper situation in the 


“Women’s Group’ field: 


URING 1943, we announced the discontinuance of two magazines from Fawcett 

Women’s Group. (1) Last March,’ ‘hen paper rationing first took effect, //ollywood 
as merged with Motion Picture. (2) More recently you have received notice of the 
uspension of Romantic Story effective with January 1944. 


. (he purpose of these changes was to reallocate available paper tonnage to the benefit 
our three strongest Women’s Group Magazines—True Confessions, Movie Story 
nd Motion Picture—thus materially strengthening the Group itself. Just as many 
anufacturers, under materials shortages, have curtailed the variety of items in their 
erchandise lines to concentrate on their best and most popular “numbers,” laweett 
‘Vomen’s Group—like other “groups” in our field—has now, this way, been stream- 
ned to give better value to readers anc advertisers alike. 


< eep 


lespite the fact that Hollywood is included for three months only, net paid circulation 
| the Fawcett Women’s Group for the first half of 1943 averaged 3,101,993, giving 
dvertisers an average bonus of over 900,000 copies and a gain over the same period 
n 1942 of 223,000. 


\urrent estimates for the last six months of this year show an average monthly 
lelivery of 3,146,480 for four magazines as against 3,107,084 for five magazines in 
the same period a year ago. Even if you eliminate Romantic Story encrely from 
these figures, you have an average delivery of approximately 2,888,500 copies —nearly 
%4 of a million over our present guarantee. 


How do you pick the Leader 


»_inthe'400000 
Womens Group Market 


( TAKE YOUR PENCIL AND CHECK YOUR OWN METHOD ) 


DOLLAR VOLUME? 


Fawcett Women’s Group 
is the leader here. 


mA. 
a 


N00 


% IN “YOUNG” AGE GROUP? 


With 82% of women readers under 35 years, Fawcett Women’s 
Group is the /eader here by 359,000, 


CIRCULATION BONUS ? 


With actual “plus” of over 900,000 primary readers, Iawcett 
Women’s Group is the leader. 


PAPER SHORTAGE SITUATION? 


No rationing of advertising yet in Fawcett Women’s Group! 
(See Below.) 


FUTURE STATUS? 


In 1944 Fawcett Women’s Group will continue to give more adver- 
tisers more circulation for less cost than any other major unit in 
the field of women’s magazines or groups. (See Below.) 


ADVERTISING LINEAGE? 


Fawcett Women’s Group is the leader here. 


These substantial circulation gains—made now by True Confessions, Movie Story 
and Motion Picture alone—have resulted not only from distributing sufficient maga- 
zines to meet an active and growing demand, but from extensive editorial changes and 
improvements in the magazines themselves. 


IMPORTANT: Thanks largely to these changes, we have not been compelled to 
ration advertising space as many publishers have done. loreseeing further cuts in 
paper allotment, we have through these changes provided a huge cushion in our 
900,000 bonus, which if necessary will be reduced to accommodate increased aver 
tising space without penalizing editorial content. This, you will agree, is sound pub 
lishing pre wedure, 

Looking ahead to 1944—we expect to hold net sales at approximately 3,000,000 in the 
early months of the year; we definitely plan no further changes in the lawcett 
Women’s Group; we confidently expect to continue giving more advertisers more 


circulation, at /ess cost, than anv other major unit in the field of women’s magazines 


or groups. 


To sum up: In 1943 Fawcett led its immediate field in circulation, rate economy, 
newsstand sales, number of advertisers, advertising lineage and dollar revenue 


And the facts available for 1944 indicate that during the coming year, Fawcett 
Women’s Group will hold and consolidate this leadership 


Fawcett 23 Womens Group 


New York: 1501 Broadway Longacre 3-2800 « Cuicaco: 360 N. Michigan Blvd Central 5750 


Los ANGELES Simpson Reilly Ltd San FRANCISCO Simpson Reilly Ltd 
Garfield Bldg Michigan 7421 Russ Building Douglas 4994 
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Packs a Punch 


To the Editor: Enclosed you will 
find a clipping of a “help wanted” 
advertisement prepared by Rickard 
& Co. for John A. Roebling’s Sons 
Company, and which appeared re- 
cently in the Trenton Times-Adver- 
tiser. Both the Roebling executives 
and the War Manpower Commission 
voted this advertisement a most 
unusual one. They felt that the 
unusual twist given to the “help 
wanted” theme had great atten- 
tion value and packed punch. 

H. L. FISHER, 

President, Rickard & Co., New 

York. 
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Headaches Enough 


To the Editor: Regarding the 
Random House phoney advertise- 
ment on Page 1 of your Nov. 22 
issue—I think it stinks. 

Graphic arts has enough head- 
aches without some smart people 
trying to be funny in times like 
these. 

W. B. WILSON, 
New York. 
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Census Bureau Issues 
Retail Trade Volume 


To the Editor: Part I of Volume 
I, Retail Trade, from the Census of 
Business for 1939, has just been 
issued. Its publication was delayed 
until now by pressure of war work 
here and at the Government Print- 
ing Office. Normally a 
mentary copy of the report would 
be sent to you because of its prac- 
tical value to your organization, but 
the rigid economy imposed by war- 
time conditions limits its distribu- 
tion to specific requests. 

The volume presents United States 


summary tables of all retail trade) 


data for 1939, which were published 
in more detail by states and other 
areas, and certain other retail data 
for the United States not published 
for smaller areas. It is also an 


compli- | 


Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


BACKERS WANTED 


i\\ 


— 


eee 

FOR THE TOUGH JOB {iso mys 
- 

OF BACKING ME UP! ~~ 


“De | have to tell you how important 
comenann ations ie tom at 
the bettletronts ? Need | tell you that for 
the thousands of units we need. mile 
pon mile of electrical wwe and cable 
i requeed? 

“* 


Roebling needs men—iramers in the 
clecrmcal wire milla Men clasmhed as 
4F. 3-A with children, or men aged 16 
te 50. The work ent cosy. The mee 
whe work there go home #t night 
with the knowledge thet they re beck 
ing wp the Army and Nevy. 

You'll feel good inside. knowing thet 
© & job for men. It's American boys are depending upon 
not an easy job. Neither ie hie you — and youre deliverng 


JOHN A ROEBLINGS: SONS 
EMPLOYMENT OFFICE 


om sor tm ¢ 


Making © big share of thet electric 


conmdered with: 


by John A. Roebling's Sons Co. attracted 


assembly of previously 
|tables giving data by states and 
cities on retail employment; basic 
data analyzed by types of operation 


(chains, independents, etc.); credit | 
sales and receivables, including in- | 


stalment credit; analysis by size of 
city, etc. 


| This publication 


of Business for 
A list of the seven volumes 


|with the Census 
| 1939. 


| @ROEBLING | 
The help wanted advertisement placed | 


attention with its appeal for men ‘wanted | 
for the tough job of backing me up.” | 


published | 


completes the | 
| series on retail trade and is the last |} 
volume to be issued in connection | 


with a 25.8°/, jump. 


Sales Management estimates* rate Tulsa County 
3rd in the nation for actual dollar increase in effec- 


tive buying income—éth in retail sales increase 


That's Tulsa County—heart of the Magic Empire, 


Oklahoma's richest market. 


Your Best Buy! That's KTUL, rating YOUR adver- 


tising investment—|st in the nation. 


CBS 

5000 Watts 

Free & Peters, Inc. 
Nat'l Representatives 


comprising that Census is as fol- 
lows: 

Vol. I, Part I, Retail Trade; Vol. 
I, Part 2, Retail Trade; Vol. I, Part 
3, Retail Trade; Vol. II, Wholesale 
Trade; Vol. III, Service Establish- 
ments, Places of Amusement, Hotels, 
Tourist Courts and Tourist Camps; 
Vol. IV, Construction; and Vol. V, 
Distribution of Manufacturers’ 
Sales. 

J. C. Capt, 

Director, Bureau of the Census, 

Department of Commerce, 

Washington, D. C. 
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Anthracite Producers 
Back Modernization Drive 


To the Editor: What a surprise 
to pick up your edition of Nov. 8 
and find a story concerning the 
plans, purposes and merchandising 
methods used by this organization. 
Frankly, your publication had the 
story from our first branch office— 
and that just three days after the 
branch had opened! We hadn’t even 
organized our publicity schedule for 
the trade press at the time the story 
appeared in ADVERTISING AGE. 

There was one regrettable error 
in the story in that the impression 


was given that the Iron Fireman 
Mfg. Company was a sponsor of the 
program. No equipment corpdora- 
tion sponsors this program and I 
feel that it would clear the air to 
publish the following facts: The 
sponsors of the campaign consist of 
an important group of anthracite 
interests including some of the 
principal anthracite producers. 

The campaign to modernize an- 
thracite coal-burning equipment in 
the North Atlantic states has been 
undertaken by a corporation known 
as Automatic Coal Burner Com- 
pany, which was organized two 
years ago by the Lehigh Coal & 
Navigation Company and sold re- 
cently to a group of anthracite pro- 
ducers. AS a companion move, 
| Furnaceman, Inc., has been organ- 
|ized as a subsidiary of Automatic 
Coal Burner Company to provide 
|;manual services in firing, cleaning 
‘and ash disposal, thus making it 
| possible for anthracite consumers to 
| Operate their heating plants fully as 
|automatically as the most modern 
equipment burning furnace oil and 
|gas. Charles A. Connell, ten years 
with Anthracite Institute, is presi- 
dent. 

Robert V. White, of Philadelphia, 
president of Lehigh Coal and Navi- 
gation Company, is chairman of the 
board. Members include C. W. 
Stone, general sales manager of the 
|M. A. Hanna Company, G. B. Fill- 
|more, vice-president of the Hudson 
| Coal Company, Scranton, and H. J. 
|Connolly, president of the Pennsyl- 
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vania Coal Company, Scranton. 
Lewis & Gilman, Philadelphia 
in charge of our advertising effo : 
E. I. BOARDMAN, 
Vice - President, Furnacema) 
Inc., Lansdowne, Pa. 
— -— . 


‘Never the Twain...’ 


To the Editor: Your cap: oy 
under the reproduction of our 4. 
vertisement from Practical Bui!:/e, 
in “Voice of the Advertiser” in ‘he 
Nov. 15 issue of ADVERTISING cr 
should read: 

“National Gypsum was quick 
flash with its answer to the edj- 
torial question on this Practicq| 
Builder page.” 

U. S. Gypsum and National Gyp- 
sum are two different companies 
There is no connection between the 
two. 

J. NUGENT LOPEs, 


Director of Public Relation 
National Gypsum Compan 
Buffalo. 


Ad Dramatizes ‘Need 
for Production Speed 


To the Editor: Perhaps the 
Armistice Day advertisement of 
North American Aviation has al- 
ready come to your attention. How- 
ever, we are enclosing a tear-sheet 
of the ad because it so clearly sets 
forth the necessity of making every 
minute productive until the last 
shot in this war is fired. Also 
enclosed is a copy of an editoria] 
written by the publisher of the 


a a i ores os, ea eS bf edi - Pita. "Ee ain De eee, o Pits Sid whit yy © hed Ga ae 
| ” es | | 
: on ee 0 ee , 
ee : 
= seem ee... 
| | : 
' | 1, Ve Vy, ae ? 
v Ae os | | 
4 | i si ca, WANTED 1 
at vie | . 
/ pie - See Ni i | e 
| bo fen ==) me = < a : 
ee ce Sg | es 
. 
a a” | iv 
MENTION AVE, TRENTON. BN Ba 
| — — tL tit = 
SS ee SAl oe 
a gs £2 of, 
| snk Se Farin ie 7 | J = Cais. Silas gi 
| 7 % ed Gln, ~¥\\ | = 25 y we 
, es TS ey = oo 
— = a CE “eerie i e \ ss = ld |. Oe “3 sind / ( “s 
county EVA S EF Gah! |] 
| “ag , Be | 7 . EF oe E E “dl oy "wa 7 al F <€ ea 
| . Aa 7 Ee ogt G ay . | Sy by a 
Bek a bs o-: © is 3 a PS SRT 
7 Sn Sta |  £& oe FL e ‘2~ =, YAW 
Q «ae & £ To EA | Gg An 
. - i" a . ~ ~ / G¢#Z i g YY. Uj 
Ae toes | Wa (ee LL , 
eet ‘rite | SUS ARSE NOFA / 
| | Od eS NWO xe GOAvee 
| ae | 
: a Preserve ALL THAT CHRISP 
Fn | 
5 ) J, 
: ee gig ZF 
: ee WY) Sy 
» ‘oz 
¥ Z., — i. - 
a AS 4 
7 4 Mek wal bRYG 
ts ® Referer stag Res 2% . 4 <pecgnany ie 8: ge i ’ : ~ : (3 ee _ 
Pa en eA WN NO re ge te ES ME is Ae lige PR NG diy Bead oe pe 


1143 


=| 


the 
of 
al- 
OW- 
neet 
Sets 
ery 
last 
Also 
rial 
the 


— 


PAS 1S ~@Give 


Worship... Peace on earth... Home... Starry-eyed children ... Freedom... 
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tizen-News, Judge Harlan G. | 
mer, who emphasizes the impor- | 
ce of the message. 
yne reason for this letter is that 
writer knows the _ difficulty 
yuntered by the agency, Batten, 
ton, Durstine & Osborn, in get- 
the space scheduled. The ad 
originally set up in full-page 
_ and papers on the list were 
tified fully three weeks before 
ertion date, but the ad was cut 
ts present size because a great | 
ny publications were unable to | 
dle the full page. We know that | 
of institutional space is being | 
: out of the papers today because | 
{ the newsprint shortage; it is my | 
ef, however, that advertisements | 
a message as vital as that in- 
porated in the North American | 
y merit a double-truck if they 
it it. } 
H. H. STERNBERG, 


i 


National Advertising Manager, | 
Citizen-News, Hollywood, Cal. 


Hobby Develops 
Music History Chart 


To the Editor: Here is a preview 
copy of the most unusual contribu- 
tion to musical literature I have 
een in many years. I know you 
have never seen anything like it 
because it has never been done be- 
fore. 

This Musical Calendar shows the 
lives of the great composers “From 
Bach to Gershwin” in relation to 
each other and to the great events 
in history through which they lived 


CHARTS HISTORY OF MUSIC 


Two and one half CENTURLES 
of NLUSIC up W 19044 


“Papal Haydn, fill creat matter of symphony and drmg cuartt 
by oompeser fe mmaahitn Doth BAM. see Symiphcma: Meat 


OTTO K.E an dian 

Ker . } - : 

BISMARCK HOTEL -— Teamocaall end malar f “workan “msen 
G , 


Modern Fist) representative Lompoger il 


Historicar Dates |h— 
. 2 ate 4 


+ on 
z teow + 
7 wnat @ eke 
. —_—__—_——_$+ + —_—+ 
LISTENING AUDIENCE Sooo | ‘S,eee | | = soopoo 
= | NOM wn Dw 


Gasat Invennons 


The musical interest of a Chicago hotel man spurred the production of this 
musical calendar which shows the lives of great composers in relation to 
historical events. 


Here on one | 
formerly re-| 


and found inspiration. 
chart are facts that 


| quired reference to many volumes. 


This chart grew from the hobby | 
of a Chicago business man, Otto K. | 
Eitel, managing director of the Bis- | 
marck Hotel, who enjoys great 
music and began making a chart for 
his own convenience and pleasure. 
Friends saw it and asked for copies; 
soon he was swamped with requests, | 
and realized he had something that 
would be treasured by music lovers | 
everywhere. So he used it as his | 
Christmas card. 

We at Chicago 


Musical College 


| greatly enjoyed our modest collabo- | 


|ration on 
| welcome 


this unusual chart and | 
it for our students. We 
thought you would like this advance 
copy for yourself and believe your 
readers too will find it valuable and | 


original as a quick digest of musical | 


history. 
RUDOLPH GANZ, 
President, Chicago Musical Col- 
lege, Chicago. 
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advertising, when properly used for 
a good product.” 

The state of Kentucky has not 
had a Republican governor for the 
past twelve years. Four years ago 
the present Democratic governor 
was elected with a majority of 


zs ¥ ME FOR A CHANGE 


f 
} - 


2) WILLIS 
wae GUVER NOR 


approximately 100,000. Candidate- 
elect Willis had a majority of over 
8,000; therefore, a change in votes 
from a Democratic majority of 
100,000 to a Republican majority of 
8,000, made a difference of 108,000 
votes. There were nine state can- 
didates. Eight Republicans were 
elected, and the one who was de- 


+ | feated lost by only 140 votes. 


Outdoor Demonstrates | 


The Republican State Executive 
Committee, as well as Governor- 


Its Value in Election | tout Willis, have stated they are 


We thought your | 
readers would be! 


To the Editor: 


subscribers and 


most sure that the poster panels 
were a predominating factor, in- 


| interested in an article in your next) stead of a contributing factor, in the 


issue, in reference to the election of 


| Simeon S. Willis as governor of the 


| where space was available. 
as Herb Fisk says: “A fine demon-| 


state of Kentucky; particularly for 
the reason that a poster display was 
used in every town in the state 
This is, 
the outdoor 


stration of value of 


Ff | 
) } Uy, “wp, Y] 
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Everything that Christmas means to God-fearing free Americans is identical to those 
ideals for which we fight. Ideals which War Bonds help preserve. More families 
are separated this year than ever before, and useless giving actually becomes offen- 


sive to people who give their men and women to save America. This is the year 


ar 


= =—S -~ 


—==S— 


GCwas. 


to give War Bonds and Stamps and provide new power for American arms. Buy 


generously for those in the service of their country. Then get Bonds for folks at 


home, and for yourself. Ahead of everything else this Christmas, Give War Bonds! 


outcome of this election. 
The writer handled this posting 
| contract, and we have much to be 
| proud of: that our services, as well 
as outdoor advertising, were so ef- 
| fective in this campaign. 

R. C. TAYLOR, 
Smoot Advertising Company, 
Huntington, W. Va. 


Pate to McCandliss 


Manford Pate, former sales pro- 
motion manager for the Willamette 
Hyster Company, Portland, Ore., 
maker of tractor equipment, lift 
trucks and mobile cranes, has joined 
Royce McCandliss Company, Port- 
land agency. 


DeForest on Air 

Postwar possibilities of radio and 
communications are discussed by 
W.N. Littlewood, chief of the edu- 
cational staff, DeForest’s Training, 
Inc., Chicago, in a new series of 
broadcasts over stations in several 
key cities. MacDonald-Cook Com- 
pany, Chicago, is the agency. 


BALTIMORE'S 
Blue Network Outlet 


John Eimer 
President 


Geo. H, Roeder ee, 
Gen. 


FREE & P 
Exclusive National Rep. ° 
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WTBO to Join NBC 


Station WTBO, Cumberland, Md.. 
will become a basic supplementary 
outlet of NBC, effective Jan. 1. 


| 
% 


LARGEST AUDIENCE 
in the Business Field 


(400,000, all net paid) 
h eS 
Choose the Way, Ons = 


leader... 
¥ 
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Private Lines 


American business’ postwar plan- 
ning will be the subject of a series 
of reports by regional consultants 
of the Department of Commerce 
late this month. The fourth in the 
| reports of 1943, the series will dis- 
cuss the attitude of business men to- 
ward postwar planning and the 
work they are doing along that line. 


% * % 


The War and Navy Departments 
are currently trying to convince 
Comptroller General Lindsay War- 
'ren that advertising in trade and 


| technical publications is essential to 


| filling war contracts. Members of 
|his staff have attempted to upset 
ithe accepted rule that this adver- 


| tising is a necessary administrative 
cost in a war plant, but the military 
services are waging a strong, and 


probably successful campaign in 
advertising’s behalf. 

1 8 te 
Stirred by the Federal Trade 


Commission report on food distribu- 
tion costs, a special subcommittee 
of the House agriculture committee 
may soon look into the nation’s food 
supply problem. The committee 
was set up under a _ resolution 
adopted by the House last spring, 
but has been dormant until now. 


bd * 


Despite optimistic reports on the 
future of television currently ex- 


1k 


pressed by FCC and industry of- 
ficials, some practical radio people 
doubt that television will become 
popular until manufacturers can 
market a good set for $50. Current 
estimates on prices for acceptable 
models after the war are consider- 
ably more than that. 


w K ok 

Owners of the nearly 50 sta- 
tions affected by the recent FCC 
multiple ownership ban may band 
together to ask a two-year ex- 
tension in the period allowed for 
disposal of their property. They 
express little hope for Congressional 
or judicial help. 


wk tk Me 

A leading manufacturer in its 
field—and a consistent advertiser— 
ran into a hornet’s nest last week 


when it scheduled help wanted dis- 


Some day a building will be demolished, 
a bridge built, tons of heavy equipment 
moved ... with radio supplying the power. 


Already as much as one horsepower 


has been transmitted and present-day scientific 


experiments indicate that this is only the beginning. 


Radio faces v 
amazing new po 
four corners of 


peace and friend 


ast new fields of endeavor .. . 
ssibilities of service .. . after the 


the world again join hands in 


ship. 


The leadership ol Today is the foundation upon 


which will be built the leadership of Tomorrow. 


watt, clear-channel, non-directional signal palt- 
tern — consistently a proponent of the highest 
standards of broadcasting (Philadelphia's first FM 


station and one of the first stations in the country 


licensed for Teles ision). 


The WCAU rec ord of Tomorrow will he 


greatly enlarged repetition of its outstanding per- 


formance Today. 


PHILADELPHIA 


Consistently WCAU has been Philadel- 
phia’s pre-eminent radio station —consist- 
ently offered unrivalled coverage of the 


Philadelphia market area with its 50.000 


TOMORROW WE?’LL BUILD 


BRIDGES sy RADIO 


Ee ar" * 
a ey 
ae 
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play copy in newspapers; seek). 
engineers. The appeal ran in o) |) 
one midwestern city, but brou, ht 
a storm of protest there because jt 
had not been cleared with the ]o.a| 
United States Employment Ser, Ce 
board. Approval of such copy «ay 
be obtained from USES, but it ta.<ec 
time, too much time in the view 
of manufacturers who urgently neq 
manpower. 


Rudd Appointed 
McGraw-Hill V. P. 


J. H. Rudd, formerly manage, 0; 
the Atlantic district, has been ,p- 
pointed vice-president in charge o; 
district office operation of McGrsw- 
Hill Publishing Company, effectiy, 
Jan. 1. S. D. R. Smith, central cis. 
trict manager of Business Week j; 
Cleveland, will succeed Mr. Ruda in 
New York. 

J. O. Peck, director of research 
and promotion, has resigned ty 
establish his own research organ- 
ization. The functions of com. 
pany research and promotion here- 
after will be separated into three 
departments: 

John C. Spurr becomes directo; 
of research, and Robert A. Whitney 
recently assistant to Harold R 
Boeschenstein, vice-chairman of the 
WPB, becomes promotion manager 
The service department, under An- 
gelo Venezian, is being expanded 
and called the statistical depart- 
ment, with Mr. Venezian continuing 
as manager. 


area 
"MAYBE HE'S WAITING 


TILL THURSDAY TO 
COME OUT AND FIGHT 
SO WE CAN SINK 
HIM ON THE 


MARCH oF TIME!" 


& Tuning in on the March of 
Time is like tuning in on GHO 
—because MOT brings you 5° 
much news straight from the 
people who make the news — 
straight from the places where 
the news is made—in England 
or Iceland, Italy, or the South 

Pacific! Tune in and you il 
know why the MOT is one of 
the most talked-about new® 
broadcasts. 


° 


EVERY THURSDAY NIGHT 
AT 10:30 PM (EWT) 
ON 
THE RED NETWORK 


—_ 


THE MARCH OF 


TIME 


SPONSORED BY 
THE EDITORS OF 


TIME 
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“Having two pennies in the marketplace... 
with one I will buy bread for my hunger, and 


with the other hyacnths for my soul...” 


The sentiment is so old that its authorship is long forgotten, 
but the sense is shining now. Poetry, perhaps, but practical mer- 
chandising as well. Because sometimes the seller can combine 
hyacinths and bread . . . as Sunkist did last summer. 

The baby on the cover was a Sunkist display. The original 
was a Kodachrome snapshot. The enlargement to life size involved 
darkroom virtuosity of an unusual order. The result on paper 
and board made us proud. Subsequently, Harold J. Ackley, 
manager of the Dealer Service Division of the California Fruit 
Growers Exchange wrote: 

“Since I last saw you, we have made rather wide 
distribution of the Sunkist Baby easel. The reception given 
this display has been sensational. The greatest problem 
is keeping the easel on display in stores. Customers try 


to beg, borrow or steal the displays ... One large grocer 


in Milwaukee informed us that forty customers had asked 


for the Sunkist Baby easel . . .” 
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Little Miss Sunkist was later an Award winner, featured in 
magazine advertising and on outdoor boards. To take care of 
requests for reprints, the California Fruit Growers Exchange 
ordered fifteen thousand, reordered again. 

(We held out a few, in case you want one!) 

No other display piece in recent years elicited so 
much interest from the public, stopped so many women 


shoppers, gained so much good will for its sponsor. 


‘Be morning mood of the housewife shopping... 
is more mixed than ever these days. For two years her 
dollar has been slowly dwindling, but the three meals per day 
quota still stands. After the bread and butter and staples are 
secured, she must watch to come out even. Strawberries must be 
balanced with hamburger, beefsteak with rice pudding. Groceries 
fight for a place on the budget with the beauty parlor, baby shoes, 
and repairs for the refrigerator—to say nothing of music lessons 
for Junior. Taxes and shortages infringe on all current wants and 
old buying habits. Making the sale in wartime is harder than before. 


... And store displays can be the same old afterthoughts, carrying 


. 
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the same cliches; cheaply designed and cheaply produced, doing 


little or nothing noisily and in bad taste...or they can be hyacinths. 


a 


AY. 


Any lithographer can supply paper, board, presswork and 


ink. Time and material costs run about the same in any good 


ia 
ao 


a 


“ogi Ge é if fe ee fe ao > : oe ™ PRL ee ee a . re 
| eS ae ~~ Se @/ Ja <m sie 
/ a . is es nd hk a fa. aay + we vagy Ma a Fr . ~ ; ™ 4 ! one oe 
4 : . _ A mo i Be x = a a ~ a! pei Oo ” , E/ lf % 2 " J ae 
a {\ ye > 7 i ey ea. SC OP are ee x Pe! aa | 
Ah x be | Bast ar Ve WY ie) FBS aH OR “« 
be eae  \ NG, Soe ie 7) See cS = 
| ors Arch o> w@& ae a 2 y, 4g, yi a were } > mia 
: ; | A e Wy Pai Ts " j C ; $e ‘ . —— . ; : é # a a 
a " BRB e AES + eee ks Tan y Nef oe 
ae ok . \ (| \ ~" . ¢g é 
Nle Re aT _ ar Pee g ) xX » & 
wi ¥ 2 P- be a . 
e 3 A < aa. ~~ < + i. 
# * }. a 
ams, / H : sal . : ,, an ae — 
> hese 
a ae” BO) KR . 
2 "ee a 1 hy a! ¥ ey 7 
A=] | ) a Se a: 
y/ wa ae 1 ae 
ee \ Ships © 
Sf gt at 
—y \ | Ph we fis, ps a 
— hes = a * sf, 2 
es Us= i 
> > ee 
aul ,t 4 of Sm _ 
re 3 a i! oe J . | ; 
; . Se - 
sb > he P +\ ar 
ee sal ” pre. | a >) . 
ee fe eee eee 
; =i 9 ; " ‘ond . an 
& . . Pad é 5 Oa Ne a” 4 : 
| _ fe S ow Ry AS 
~~ % As is ) : Ark Re. *2 
- | b Pv im . - 
ee | Yt ‘ 4 4 &, 
Ps i 
ee 3 (oa Gf 7 
ee - ass 
a - 
ee Ot 
/ ee ) “ a : a 4 “* ‘ 
— _4a-—— Bo a ae a “at a . 
x tee ame, 4S a a J 
F Bhi: Wy at at Sige : a = 
* bey = a i i $ | 4 ' , A = LP , a 7 aa 
, | ia — yn 6 ; ~ ey + , “a tf 
i +t “\ Oe ASS LAY) ee 5K A ie $4 at y f i =e i \ . , a - ea 
i ‘ og Sg . j LC ~ ire 
en os vi: — ie ; ve , se d W a t safer 
| eh SEEN Bis Es py ae = 
4 + i ; “a a 
. - 4 : a “i a 
: \ 2a 4 igee 
| - = Pere - fe - ~ — a a a a Le j ™ | 
, _ _ _- 5 BH U hers ~ Ww) Ml u J “ee Ms 4 c . 
As ci? ee “> os GA —CA ee —_— ss, , ) » rs ‘a 
‘ a’ - ear, ¥, A a 4 —~& “< z . ee . a Sow if ' . f ; $ y % a 
: Se ee A” ae ae & 7 4 MY 4 a7. | LE SS mz 
2 = ’ “ a “a _—! \ f ¢ £ f ta AY ¥/ > a 3 MA ‘ . A 
a 4 BA = (A. ae. wes, A y. ; . 
Ss j \ "sf wey sis ¥ f > FF Ve a . La , “ “ ( “ Le / , : ae 
iy Fe > ; = a" in Wy = 2 "al Lp Y ; : hee 
, aeeee \. eae f é , ee Sy F bal f WF ME SS £7 Lhe C a 
‘Se NI ' | ( ae so Ge : : 5 4 ” ad Go 4! — 
A _ = : if i , * ee \ ij ; ' -— 4 , a Oe LO a af » PA ea # <4 - 

} BPs my Tm ~, Wy C 4 y 4 3 5 Ges wt a wy ~ X 4 , Ps: <4 ae ; {- BM a 
Pe ee PR nee et Nl rR ee ee 
Beach 4 fia F : ¥ eee & aie s ur é q 2 Ab Ss, <- Regret? NY ate. Ney , rl wt eis if 1 é iy ahe 3 sz ae ae, : ag ip ae att + as YY fe '? 

re ae aS ae 7 o% gos a xe: 5 ae ae =e call a ee : ‘% ‘ oh al os : et 3 . P eth ‘ ae si 3 é a ES ciate 
4 ‘ € ' é Pre st want GA 


4 bani 
% % a 


2 
Sz. 
“< 


& 


> 2 4 
: oa 


4 Ff . 
A / 
7 a 


& 
t 4 
. ¥ ; ° 
fi a . 
4 d wt 
“ b f 
a r) 
+ 
i : 
Th al , 
+ 
% 
» 
‘ 
oS #) ae 
* gs 


lithograph shop. But the difference in the best 
display and the ordinary is—hyacinths! Brains 


and skill and experience, judgment and taste; 

and beyond all of these, dissatisfaction 
with the ordinary, and the prevailing 
ambition to do something better—result 

in something consistently better coming 
out of our pressrooms. 


We can’t promise a minor miracle such 


as the Sunkist baby; or that the public will regard 
your display as an objet d’art. But if you have a good display 
projected, Einson-Freeman can promise to bring out all the best in 
it... And if you could use better display ideas, more merchandising 
in your display, better art and execution, Einson-Freeman can 
contribute something worth while—because it has something 
worth while contributing ... Worth while investigating, too... 


Call us in. . . Maybe we can add a hyacinth or two. 


Einson-Freeman Co., ise. 


OPPORTUNISTIC LITHOGRAPHERS 


GENERAL OFFICES « STARR & BORDEN AVES. « LONG ISLAND CITY, NEW YORK 
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Advertising Age, December 6, 1943 


OWI Clamps Down 
o: Government 
Uses of Paper 


Vashington, D. C., Dec. 1—OWI 
ntened its hold on government 
yse of paper this week with an 
order requiring federal agencies to 
nit all one-time publications for 
etudy by a special committee con- 
»yed with economy of format and 
»somy of distribution. 

e committee, composed of rep- 
reentatives of OWI, Bureau of the 
Budget, Department of Agriculture 
, Department of Commerce and 


Wi 

Treasury will not be concerned with 
content once the necessity for the 
publication has been established, 
but will consider whether it makes 
effic.ent use of the paper involved. 


inting out that drastic reduc- 
tions in paper consumption have 
already been made by private in- 
dustry, OWI Director Elmer Davis 
ordered that any government pub- 
lication involving 300,000 or more 
“individual units per issue” shall be 
examined by the committee, while 
more limited publications must be 
approved by a special officer within 
each government agency. 

The order provides that the public 
printer may refuse to accept a job 
until it has been approved by the 
inter-agency committee, regardless 
of the size of the publication in- 
volved. It also states that multi- 
lith material in quantities exceeding 
15,000 and mimeographed publica- 
tions exceeding 5,000 shall be 
cleared by the inter-agency com- 
mittee. 

In defining “300,000 units per 
issue,” OWI said that would mean 
10 pages in an edition of 30,000, or 
12 pages in a 25,000 edition, 100 
pages for 3,000 copies, etc. 

The order covers all “single is- 
sues, including books, pamphlets, 
leaflets, bulletins, news letters, fold- 
ers, throw-aways, broadsides, news- 
papers, periodicals, studies, reports,” 
etc. It does not cover regular peri- 
odicals issued by government agen- 
cies, which have already been lim- 
ited by a previous OWI order, or 
press releases, news letters and 
publications primarily for the press 
insofar as they are subject to clear- 
ance by the OWI news bureau. 


ve 


Rejoins Stromberg 


Ralph A. Hackbusch, vice-presi- 
dent in charge of radio and director 
of the radio division, Research 
Enterprises Ltd., founded in 1940 
by the Canadian government to 
undertake research and manufac- 
ture of radio optical glass and other 
war equipment, has rejoined Strom- 
berg-Carlson Company of Canada 
as vice-president and managing 
director. 


Appoints Mathes 


Gallowhur & Co., New York, has 
appointed J. M. Mathes, Inc., to 
handle advertising of its “pura- 
tized” formula for the treating of 
textiles, textile finishes, rubber, 
leather, paper, paints and plastics. 


yA” 
CLOSE TO THE 
FRONT IN NEW YORK 


Within range of business 
and pleasure — the Belmont 
Plaza. A convenient Mid- 
town address-only 3 
blocks from Grand Central 
and Rockefeller Center. 800 
rooms with bath (tub and 
shower). Radio. Complete- 
ly redecorated: and S3 
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» MOOD LOI? 


under new manage- 
ee 4 From 


Home of the famous 
New York's most 
popular night 

club. 


Excellent ban- 
quet and meet- 
ing facilities. 
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Food Mart News’ to 
Publish Chicago Paper 
Food Mart News, Chicago, will 
publish the first issue of its new 
localized business newspaper, Chi- 
cago Restaurant News, Jan. 10, ac- 
cording to James S. Haboush, pub- 
lisher of both papers. Harold Gavin, 
veteran Chicago food man, has been 
named advertising director of the 
new publication, which will be 
issued on the 10th and 25th of each 
month. 


Biow Opens S. F. Office 


The Biow Company, New York, 
recently appointed agency for Roma 
Wine Company, San Francisco, has 
opened San Francisco offices at 485 
California St. Robert L. Philippi 
has been named local manager. 


Check Shows 
Population Hike 
in Fresno County 


Fresno, Cal., Dec. 1.—Issuance of 
193,735 No. 4 war ration books in 
Fresno county indicates that its 
population has increased approxi- 
mately 9% since the 1940 U. S. cen- 
sus and bears out the contention of 
Fresnans that the Census Bureau 
was in error when it said the 
county’s population dropped 8.4% 
during the three-year period from 
1940 to the spring of this year. 

In 1940, according to the Bureau, 
the county’s population was 178,565. 
Last October it reported the county’s 
population had dropped to 163,589. 
This latter, figure was at variance 


+i 
a 


| with OPA’s issuance of 178,603 No. | 
2 ration books. 

The Aud# Bureau of Circula- 
tions revealed in September that 
Fresno had been advanced to the 
100,000 to 250,000 population classi- 


cating a 102,073 count in the city 
zone. In 1942, the ABC rating for 
the Fresno City zone was 97,504, 
while in 1940 it was 77,547. 


Names Hill Agency 


Hill Advertising, New York, has 
been appointed to handle advertis- 
ing of Sanchez Romate Hermanos 
of Spain, sherries and _ brandies. 
Kelly Importing & Distributing 
Company, New York, is American 
agent for the company. Full-page 
advertisements in business publica- 
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paper and consumer magazine 
schedules to follow as national dis- 
tribution is attained. 


fication as the result of a study indi- |’ 


tions are being placed, with news- 


T 


tailer and consumer. 


and all other merchants. 


land style. 


here is no question about the 
warmth of your welcome in New 
England if you are properl 
duced to both the New Engh 


It can't be done adequately from 
a distance — with skimpy coverage 
that leaves large bare spots where 
your story has not penetrated. 

Yankee's hometown stations in New 
England's 20 best markets give you a 
friendly, local introduction which stim- 
ulates the warm welcome and enthusi- 
astic cooperation of druggists, grocers 


There is no other approach com- 
parable to Yankee's 20 friendly home- 
town stations for taking you right into 
the heart of each area and into the 
hearts of the retailers upon whose co- 
operation your success depends. 

Avoid the chills — make sure of the 
friendly warmth of your reception by 
letting Yankee introduce you to New 
England in local, neighborly New Eng- 


intro- 
and re- 


Member of the Mutual Broadcasting System 


21 BROOKLINE AVENUE, BOSTON, MASSACHUSETTS 


ACCEPTANCE is THE YANKEE 


THE YANKEE NETWORK, INc. 


EDWARD PETRY & CO., INC., Exclusive National Sales Representative 


RECTION: EMIL H. RONAY 
LEXINGTON AVE. at 49th ST., NEW YORK 


NETWORK'S FOUNDATION 
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Wars on Black Market 


The Enterprise, High Point, N. C., 
has published a 36-page supplement 
initiating a “Home Front Pledge 
Campaign” against the black mar- 
ket. The supplement, carrying 
3,898 inches of advertising, con- 
tained stories and pictures describ- 
ing the dangers of inflation and the 
need for consumer cooperation in 
maintaining price controls. 


Names Hirshon-Gartield 


Lurient Coffee Company, Boston, 
has appointed the Boston office of 
Hirshon-Garfield to handle its ad- 
vertising. Promotion of 
concentrated coffee syrup and coffee 
ice cream freeze is being planned. 
Sara Jane Sargent has been pro- 
moted to associate art director of 
the agency, in charge of fashion 
accounts. 


Advertising Age, December 6, 


Lurient 


MORNING 
POST! 


Houston’s Largest Store 
Bulks Advertising In — 


7 
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A Morning Paper 
that’s Read by Both 
Man and Wife 


...at Home 


Foley Bros., Houston’s largest 
department store, uses almost 
twice as much space in the 
morning paper as in both of the 
evening papers combined. They 
do this because they know the 
Houston Market is different — 
the morning paper goes into the 
home and is read with equal 
thoroughness by both man and 
wife. 

The Post is the only Houston 
newspaper offering a complete 
market page and carrying both 
Associated and United Press 
news dispatches. It carries 25 of 
the most popular comics in the 
country, covers the homewife’s 
many interests, and is strong in 
sports. It appeals to every 
reader in the family —— young 
or old. ae 

Houston retailers who need 
to sell the family as a group. 
prefer The Post as their adver- 
tising medium. In Amusements. 
Electrical Appliances. Furni- 
ture, Liquor, Musical Instru- 
ments, Professional Services. 
Radio, and Real Estate. The 
Post leads. And 5 of the 7 
larger super-mart grocery chains 
use more space in The Post. 

More and more national ad- 
vertisers are following the lead 
of local business men who know 
Houston. The are using The 
Post —the home-read paper. 


94.6% DOOR 
DELIVERED OR 
MAILED 


OVER 1,000,000 
CONSUMERS 


Buying Over $260,000,000 


The 1930 census showed 
Houston second only to Los 
Angeles in percentage of growth, 
and since 1930 it is second only 
to Washington, D. C. There are 
now over 1,000,000 people in 
the Houston area, and they buy 
$260,000,000 worth of consumer 
merchandise yearly according to 
latest figures reported by Sales 
Management. Houston industry 
has reached a wide diversity 
as the wealth of natural re- 
sources is developed—resources 
as much in demand in _ peace- 
time as wartime. 

Get started in this market of 
the future now! 


Represented by Burke, Kuipers & Mahoney, Inc. 


THE HOUSTON POST 


First in the Texas Morning Field 
in City and Suburban Circulation 


The Diary of an Ad Man 


This diary embraces the observations and reflections of one of America’s 


most prominent and widely known advertising men. 


It is presented in 


ADVERTISING AGE weekly, exactly as written, without benefit of “editorial 

direction” of any kind. The author is glad to receive comment, but can- 

not answer letters, except as he may find it appropriate to do so through 
the column. 


November 22. Attended a meeting to 
discuss what could be done to defeat the 
Bankhead bill. Some there thought it had 
gone so far in Congress that any fight was 
hopeless, and we were bound to be licked; 
therefore nothing should be done. This 
bill has in it the seeds of destruction for 
the whole advertising and publishing in- 
dustry as we know it, and if we take it 
lying down we shall deserve it. Even its 
passage by the Senate need not be taken as 
final there. I once had the pleasure of 
helping raise such a stink about a bill that 
had been so passed that it was recalled for 
another vote and killed. 


November 23. Running through an old 
book on English composition I came across 
the ancient schoolmaster’s injunction: 
“And don’t confound the language of the 

nation 
With long-tailed words in osity and ation.” 
With a change from “language” to “the 
people of the nation” this might well be 
posted in every copy crib. 

. 


November 24. In from the farm came 
His Majesty the Gobbler, fattened to a full 
twenty pounds of double breasted perfec- 
tion. The butcher who undertook to dress 
him for the basting pan nearly cried when 
he parted with him, and made several sly 
suggestions of a black market character. 
But I lugged him home again like any Pil- 
grim Father, and tucked him away in the 
cooler along with the bottle of Berncastler 
Doktor designed to wash him down. 

° 

November 25. For my sins in putting off 
the evil day I had to spend most of this 
Thanksgiving one preparing for a speech 
whose delivery date is almost upon me. 
Every year, on New Year’s Day, I highly 
resolve that I will indulge no more in this 


in a weak and vain moment, and I fall. 
The time required for such auto-intoxicat- 
ing exercises is out of all proportion to the 
benefits conferred or received. 

we 


November 26. All week I have been en- 
tertained by the nimble verbal gymnastics 
of the reporters, columnists and editorial 
writers in dealing with what is called “the 
forthcoming Big Three conference.” If 
anybody ever succeeded in making love 
without mentioning love these fellows 
have. And now Time outdoes the Book of 
Revelations with its featured summary of 
the headlines of the week on this subject. 


November 27. Talked with a man who 
has spent the past couple of years in psy- 
chological warfare units, first with the 
English and latterly with us. Asked him 
if he felt he had learned anything for ad- 
vertising from the people in this field. He 
said, on the contrary, that advertising 
people were able to teach more than they 
could learn in this work; and thought that 
the English had been more willing to 
recognize this than we had. 


November 28. It won’t be long now be- 
fore we shall be hearing of advertisers and 
industries that are interested again in ex- 
panding the total consumption for their 
type of product. We have many case his- 
tories to prove how advertising can do this 
kind of job, and we know pretty well how 
to go about it. But I wonder if we in ad- 
vertising know as much as we might about 
pricing as a major element in the elasticity 
of demand. For what kinds of products 
would a lower unit price and a lower unit 
advertising expenditure produce both more 
sales and more advertising? For what kinds 
does a lower unit price hurt the product’s 


futile sport. 


Then somebody catches me 


standing with the public? 


New Car Priority 


Lures Owners to 
Turn in Old Autos 


Chicago, Dec. 
“Postwar Automobile Plan,” 
drickson Motor Company, 
ized Pontiac dealer, is issuing 
“priority mumbers” for postwar 
models to motorists as a premium 
for disposing of their present cars 
now. In addition, the company 
promises to pay 6% interest on the 
trade-in valuation, as well as on 


3.—Initiating a 
Hen- 
author- 


priority number that will entitle 
you to your new car in the rotation 
of new car orders written under this 
plan.” 

The company points out that “it 
is patriotic for anyone who can 
spare his automobile to make it 
available to a war worker,’ and 
adds: “By accepting your war bonds 
and savings we are helping you 
plan your postwar buying and 
encouraging investing in war bonds, 
thus in a measure helping our gov- 
ernment in its efforts to prevent 
inflation.” The company says it can 


afford to pay 6% interest because it 
no longer must maintain a larg 
sales organization, 


Cory Stresses Quality 
Maintenance of quality is empha 
sized in the first business pape 
advertisements for 1944 of Cory 
Glass Coffee Brewer Company, Chi- 
cago. The company tells jobbers i 
could make cheapened brewers and 
“give you more volume, but you’ 
lose in the long run”  becaust 
“cheapened quality ruins good will.” 


cash or government bonds the plan} 
user may want to advance toward | 
his new car purchase. 

The bonds, cash, or cash value of 
the used car sold under this plan} 
will be placed in escrow, the com-| 
pany explains. 

Using direct mail folders 
reply cards, the Chicago 


and | 
dealer | 


' warns that automobiles will be ra-| 


tioned by manufacturers for several | 
years after the war, and that each} 
dealer will get only a small frac- 
tion of the new cars he sold before} 
the war. 

“Dealers will naturally select} 
their business,” the company said, 
“giving their new cars where they} 
can make the most advantageous | 
deal. If you wait until then you} 
may get only a fraction of what] 
your used car is worth today and 


have no selection of a new Car, 
| whereas today your used car will 
bring far more than it is actually 


worth. Besides, we will give you a 
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A Single Medium— 
TRANSPORTATION 
ADVERTISING... 
can sell your prod- 
uct to thousands 
daily in the 
prosperous urban 
Minneapolis-St. Paul, 
Duluth- Superior 


W-I-T-H's signal reached 62°% of Mary- 
land's population ... concentrated in and 
around the booming city of Baltimore. No 
"gopher hole” coverage but listeners where 


retail sales are highest. For more-listeners- 
per-sales dollar, consider W-I-T-H, the 
people's voice in Baltimore. 


W-I-T-H 


BALTIMORE 


TOM TINSLEY, President 
Represented Nationally by HEADLEY-REED 
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6, 1943 
I'M GOING To MAKE A SPEECH—AND LC WELL, YoU MADE IT...YOU'RE A FLIGHT ) | 
ITLL BE THE LAST ONE OF ITS KIND OFFICER IN THE AIR FORCES OF THE 
IN CAPTIVITY—So DONT GETA SHORT) | | ARMY OF THE UNITED STATES...THOSE 
YES.SIR CIRCUIT BETWEEN THE EARS... 4 | | WINGS ARE LIKE A NEON LIGHT ON YOUR 
COLONEL, — CHEST...1'M NOT GOING TO WAVE THE FLAG 
CORKIN! @ = siz AT YOU — BUT SOME THINGS YOU MUST 
Wie &)>7 (1) 38 
. i ey’ | — 
a 3S —- es j :; t b — 
~ / = | ; — 
AND THE PIRATES . T 
rj Ve 
\ 
7Y 
aS 


y EVERY COUNTRY HAS HAD A HAND IN rie) ” SO YOU FIND YOURSELF IN A POSITION TO 


DEVELOPMENT OF THE AIRPLANE — BUT, DEFEND THE COUNTRY THAT GAVE YOU THE 
AFTER ALL, THE WRIGHT BROTHERS WERE WEAPON WITH WHICH TO DO IT... BUT IT 
A COUPLE OF DAYTON, OHIO, BOYS-AND KITTY WASN'T JUST YOU WHO EARNED THOSE 
HAWK IS STRICTLY IN NORTH CAROLINA... WINGS... A GHOSTLY ECHELON OF GOOD 
THE HALLMARK OF THE UNITED STATES IS ON GUYS FLEW THEIR HEARTS OUT IN OLD 

EVERY AIRCRAFT.. KITES TO GIVE YOU THE KNOW-HOW... 


V.. BUT DONT FORGET THAT EVERY BULLET YOU 
SHOOT, EVERY GALLON OF GAS AND OIL YOu 
BURN WAS BROUGHT HERE BY TRANSPORT PILOTS 
WHO FLEW IT IN OVER THE WORST TERRAIN IN 
THE WORLD! YOU MAY GET THE GLORY- BUT 
THEY PUT THE LIFT IN YOUR BALLOON !.. 


an 


Y... AND SOME SMART SLIDE RULE JOKERS 
SWEAT IT OUT OVER DRAWING BOARDS 

T GIVE YOU A MACHINE THAT WILL 
KEEP YOU UP THERE SHOOTING... I 
RECOMMENDED YOU FOR FIGHTER AIRCRAFT 
AND I WANT YOU TO BE COCKY AND SMART 


AND DON'T LET ME EVER CATCH You BEING PP. YOU'LL GET ANGRY AS THE DEVIL AT THE “W [¢ oKAy, SPORT, END OF SPEECH...WHEN YODN 


—_— ——— 


1use I! 
large 
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HIGH-BKYCLE WITH THE ENLISTED MEN IN YOUR 
GROUND CREW! WITHOUT THEM YOU'D NEVER GET 
TEN FEET OFF THE GROUND! EVERY GREASE 
MONKEY IN THAT GANG IS RIGHT BESIDE YOU 
IN THE COCKPIT— AND THEIZ HANDS ARE 


ARMY AND ITS SO-CALLED RED TAPE... BUT 
BE PATIENT WITH IT... SOMEHOW,THE OLD 
EAGLE HAS MANAGED To END UP IN 
POSSESSION OF THE BALL IN EVERY WAR 
SINCE 1776—S0 JUST HUMOR IT ALONG... 


GET UP Iw THAT *WILD BLUE YONDER." THE SONG 
TALKS ABOUT— REMEMBER, THERE ARE A LOT 
OF GOOD GUYS MISSING FROM MESS TABLES 
IN THE SOUTH PACIFIC, ALASKA, AFRICA, BRITAIN, 
ASIA AND BACK HOME WHO ARE SORTA 


ON THAT STICK, JUST THE SAME AS YOURS... 


Milton Caniff 


... creator of “Terry & The Pirates” 
. +. fine illustrator, gifted storyteller, 
conscientious craftsman, student, 
newsworthy reporter, superb showman, 
potent propagandist, and 
extraordinary mass entertainer 


l4# AIR FORC 
US BH 
= a) 


COUNTING ON YOU TO TAKE IT FROM HERE! 
GOOD NIGHT, KID! is 


Pirates’... the adventures of a group of Americans 
in war torn China. This comic kept up with current 
events, often anticipated history! 

Terry, a small boy when the strip started, is 
now of military age, has been training with the 
Chinese, and won his wings. In the Sunday page 
of October 17th, the new fledging pilot is taken for 
a walk at sundown by his commanding officer... A 
version is reproduced above. 

On Monday, October 18th, the Commencement 
Address of Colonel Corkin was news. It has since 
been reprinted in scores of papers, received editorial 
comment, and preserved for posterity in the 
Congressional Record. It is, and deserves to be, 
almost G.I. instruction matter for the Air Forces. 

Not every comic is a Terry, every artist a Caniff. 


But this outstanding exception emphasizes . . . the 


ommencement Address... in a comic strip! 


In 1934, Milton Caniff started “Terry and the 


closeness of this art form to the public, the part 
that the best comics play in the lives and affections 
of millions—and the great draw of the Sunday comics 


as a mass attraction, and an advertising vehicle! 


Mierrorourran Group makes the Sunday comics 
a national medium... with forty-one major Sunday 
newspapers in a single unit ... with more than 
15,000,000 circulation, and a concentrated coverage 
in thousands of markets—coverage unmatched by 
any other single medium. Read by three out of four 
adults, and virtually all children—read habitually, 
every Sunday, Metropolitan Group offers advertising 
the highest certainty of reception—as well as the 
better half of the national market. 

The cost is low. One order, one bill. And the 
advertising opportunity is as great as the comics’ 


attraction! Call any office, to learn more about. . . 


Metropolitan Group ... the first national newspaper network 


Comic Section Advertising in: Baltimore Sun « Boston Globe « Chicago Tribune « Cleveland Plain Dealer » Detroit News *« New York News 
Philadelphia Inquirer « Pittsburgh Press « St. Louis Globe-Democrat « Washington Star « Des Moines Register « Milwaukee Journal « Minneapolis Tribune 
St. Paul Pioneer Press * ALTERNATES: Boston Herald « Detroit Free Press *« New York Herald Tribune « St. Louis Post-Dispatch * Washington Post 
OPTIONAL ADDITIONS: Buffalo Courier-Express «+ Columbus Dispatch « Dallas News «+ 
Omaha World-Herald - San Antonio Express « Springfield Union & Republican 
Syracuse Post-Standard « METRO PACIFIC: Fresno Bee « Long Beach Press-Telegram + Los Angeles Times « Oakland Tribune + Oregon Journal 
Sacramento Bee « 


Cincinnati Enquirer « New Orleans Times-Picayune-States 


Providence Journal « Rochester Democrat & Chronicle »* 


San Diego Union « San Francisco Chronicle « Seattle Times *¢ Spokane Spokesman-Review + Tacoma News Tribune 


220 E. 42d St., New York » Cuicaco: Tribune Tower + Derrorr: New Center Bldg. + San Francisco: 155 Montgomery St. 
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General Motors Plans 
Jobs for War Veterans 


Rehabilitation and reemployment 
of former employes who have been 
disabled in the war will be effected 
by General Motors Corporation, 
according to a comprehensive pro- 
gram announced last week. 

The plan calls for coordination 
of the activities of the plant medi- 


Postwar Planning 


How Business and Industry Are Preparing 
for a Peacetime World 
Edited by RALPH O. McGRAW 


cal departments, employment de- 
partments, training facilities, super- | 
vision and others concerned with | 
the rehabilitation of disabled vet- | 
erans. It calls also for a survey) 
of jobs in the plants from the stand- | 
point of physical requirements to 
determine suitability for placement 
of veterans with various types of 
physical handicaps. 

Plant doctors will give returned 
veterans complete physical exami- 
nations and on the basis of these 
examinations will recommend the 
type of work to which they can be 
assigned. Each man will be fol- 
lowed up to see that he becomes 
acclimated to his work and is able 
to carry the job. In the event it is 
found that a man is not suited to 
the work to which he is first as- 
signed transfers will be arranged. 


Cuicago SELECT 


NEWSPAPER GROUP 


Chicagoland's Most Pow- & 
erful Advertising Medium § 
offers you over 


Greater than the home-delivered 
circulation of all Chicago Dailies 
combined! 


SAVE NEARLY 
25% 

on this 92-paper 

combination rate 


See our regular listing in 

Standard Rate & Data un- 

der Special Newspaper 
Advertising Services. 


CHICAGO SELECT 
NEWSPAPER GROUP 


Eugene R. Flitcraft, Mgr. Dir. 
64 E. Lake St., Chicago |, Il. 
Phone ANDover 3311 


Training facilities will be made 
available for veterans who must 
learn types of work in which they 
are inexperienced. When necessary, 
every help will be given disabled 
veterans in taking advantage of the 


facilities of the Veterans’ Admin- 
istration. 
Returning service men will be 


placed in various groups dependent 
upon their physical condition. It is 
anticipated that the great majority 
will be physically able to resume 
their usual occupations. 

Depending upon their physical 


condition, handicapped veterans will 
be classified so that those having 
serious visual defects, diabetes, 
heart disease or hand or arm dis- 
abilities will not work with haz- 
ardous machinery. Men who are 
suffering from back injuries or 
other disabling conditions will be 
placed in jobs where there is no 
heavy lifting. Other groups, de- 
pending upon their condition, will 
be given jobs where their handicaps 
will not be hazardous. For instance, 
those suffering from lung ailments 
will not be asked to work where 
there is dust or fumes, those with 
leg injuries will not be given jobs 
requiring extensive walking or 
standing, and those with ear ail- 
ments or partial deafness will not 
be asked to work in departments 
that are noisy. 

Men with severe handicaps will 
be given special treatment 


and | methods 


careful supervisien and training to 
fit them for jobs they can do. Vet- 
erans temporarily unable to work 
or those requiring extensive voca- 
tional rehabilitation will be re- 
ferred to the Veterans’ Administra- 
tion and General Motors will assist 
in every way possible in helping 
them to use the facilities the gov- 
ernment offers. 
* * * 

Prizes amounting to $900 will be 
awarded to employes of The Lincoln 
Electric Company, Cleveland, for 
ideas to assist management in plan- 
ning for the future. Suggestions 
sought in the competition fall in 
two categories: (1) postwar prod- 
ucts which the company is in a 
position to build and which are 
along the lines of its present en- 
deavor and on which its present 
experience will be of benefit; (2) 
of manufacturing such 
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postwar products 


suggested 


methods of manufacturing its ; 


ent products. 
* * * 
“Where’s the Money Co 
From?” the third of six explo: 


reports on postwar planning | 


made by Stuart Chase for T 
tieth Century Fund was pub! 
last week. The volume consi 
179 pages and sells at $1. 

* * * 


The War Council of the §S: 


tural Clay Products Industr 
launched an advertising cam 
as part of its postwar pron 
program directed at architect 
contractors. Copy in Archite, 
Forum deals with breathing 

small homes, interior masonry, 
forced masonry, and archite 
masonry. Through Practical Bu 
contractors will be told about « 
walls, agricultural constru: 


uc- 
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Or interior Masonry, home beautifica- 
pres-B.... and floors. Other phases of 
the program will reach the youth 

; ool, the business man in his 


ing af and the entire family in the 
TY Bron Wildrick & Miller, New 
ingly, agency, is directing the ac- 
Cn- sint 

eda * * & 


.lieving that a high labor mar- 
.et .fter the war will require more 


.ytomatie machinery to control 
‘ruc-@-... Gisholt Machine Company, 
Nas Byrodson, Wis., is planning to devote 
“82 Bore of its production after the 
0n Bo, to automatic machine tools in 
and @.ddsson to its line of turret lathes. 
tral a. = € 


ills, Ovset lithography for book pro- 
ein- Byicton will greatly increase after 
the war but improvement in equip- 


der ment will be gradual rather than 
Vity B eoyolutionary, H. A. Potter, vice- 
ction 
Bie, 


president in charge of sales, Harris-| A campaign is also being conducted 


Seybold-Potter Company, recently | 
told the Book Manufacturers Insti- | 
tute. Most book production by off- | 
set is now being done on one, two) 
and four-color sheet-fed presses and | 
to this, Mr. Harris sees the addi-| 
tion of one-color, sheet-fed perfect- 
ing offset presses after the war. 
a oe * 


According to a survey of workers 
in 800 plants throughout the coun- 
try, 4% expect an increase in sal- 
ary after the war, 32.6% believe 
their salaries will remain the same, 
and 63.4% expect a decrease, re- 
ports “‘Convwoys,” house publication 
of Cupples-Hesse Corporation. 

. & @ 


In an effort to stimulate postwar 
planning by local business men, the 
Omaha Chamber of Commerce is 
surveying 3,500 companies to learn 
what expansion they are planning. 


to raise $50,000 for use by the 
chamber’s postwar planning com- 
mittee. 
a a K 

Great programs of postwar work 
by municipalities and states are 
being announced currently. In the 
Chicago metropolitan area the pro- 
gram calls for an expenditure of 
$290,000,000, about half of which 
will go for railroad grade separa- 
tions. Plans for St. Louis public 
works after the war will require an 
appropriation of $155,960,000, high- 
ways and connection and airport 
each taking about a third of the 
amount. Highway improvements in 
the state of Wisconsin will cost 
about $115,000,000. A similar pro- 
gram in Missouri will require $47,- 
600,000. 

* * * 

Despite the dream kitchen vis- 

ualized in many advertisements in 


the women’s magazines, manufac- | 
turers of kitchen appliances and 
equipment surveyed by Ceramic In- 
dustry do not agree that preassem- 
bled kitchen units will come as 
rapidly after the war as these ad- 
vertisements may lead people to 
expect. “The feeling is that re- 
frigerators, stoves, washing ma- 
chines, and the like will be im- 
proved,” says the publication, “but 
will be separate units in the future 
much as they have been in the past. 
Some manufacturers do _ believe 
there will be some exploration, by 
industry, of the idea of manufac- 
turing a unit kitchen, but that this 
development will come slowly, and 
will run parallel to technological 
|developments in individual equip- 
ment, rather than to replace that 
equipment entirely.” 
* * 


The railroad’s viewpoint on air 


Agencies have it in Advertising 
Chilton has it in Publishing 


39 


cargo is reflected in remarks of 

F. Etter of Pacific Railway 
Equipment Company before the 
Pacific Railway Club in which he 
related its practicability to the Chi- 
cago food market, transportation of 
perishables being one of the fields 
for which air cargo is most fre- 
quently mentioned. He said ap- 
proximately 120,775 refrigerator 
cars per year, or nearly 400 cars per 
working day are handled in the 
Chicago food market. Assuming 
that a cargo ship will haul from 15 
to 20 tons, which is similar to pos- 
sible refrigerator car loads, this 
would mean that facilities would be 
required to accommodate both the 
ships and unloading of them. The 
economy of the cargo ship, he points 
out, is based on its availability for 
a large number of round trips 
yearly and the impossibility of 
holding a $500,000 ship over a day 
or two for unloading as compared 


with a $4,500 refrigerator car is 
obvious. However, to meet air com- 
petition in transporting perishables, 


| Mr. Etter suggested improved rail 


SHE HAD, 1. / Veupoint 
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The plus quality to be found in agency advice 
is the result of a multiple viewpoint stem- 
ming from the agency's occupation with the 
welfare of many clients. Call it a sixth sense 
or a fourth dimension to thinking, it never- 
theless contributes timeliness and perception 
to agency thought. 


At Chilton, the multiple viewpoint has its 
origin in the diversity of business fields cov- 
ered by Chilton publications. The constant 
interchange of ideas by experts in subjects as 
unrelated as department stores and automo- 
biles . . . insurance and optics . . . hardware 
and warehousing is the stimulus for creative 
research and discerning business thought— 
key to the embracing scope of Chilton edi- 
torial matter. 


Because of this multiple viewpoint, Chilton 


cooperation becomes a requisite of the well- 
planned campaign and the intelligent market 
study. CHILTON COMPANY (INC.), 
PHILADELPHIA 39, PA., and NEW 
YORK 17, N. Y. Branches in principal 
cities. 

* * * 


Chilton sources and influence are world-wide. Chilton 
Company (Inc.) has an equal interest in Business 
Publishers International Corp., publishing THE 
AMERICAN AUTOMOBILE (Overseas Edition), EL 
AUTOMOVIL AMERICANO, INGENIERIA _IN- 


TERNACIONAL, Industrial Edition, INGENIERIA 
INTERNACIONAL, Construction Edition, and EL 
FARMACEUTICO. 


schedules and new designs of re- 
frigerator cars which will permit 
more efficient loading. 

* * & 


Directors of the National Retail 
Lumber Dealers Association have 
approved a recommendation that a 
fund of $100,000 be raised to help 
|solve the problems of the retail 
lumber industry for the duration of 
the war and particularly to assist 
|in planning for postwar conditions 
|in the industry. 


“Results Keep 
Fulton Market 
Using KSO”’ 


.... says Roy Huntoon, Jr. 


In New York, you'd think of Park 


& Tilford ... in Chicago, of Stop & 
Shop ... in Baltimore, of Hopper 
McGaw... 


And in Central Iowa, to find out- 
standing food items, you'd think of 
the Fulton Market, Des Moines. 


On the Fulton Market’s experience 
with broadcasting, comes this report 
from the general manager, Roy 
Huntoon, Jr.: 


“We began using radio as an ex- 
periment. Through a combination 
of judgment and luck, we chose 
KSO, in a broadcast featuring their 
home economist, Helen Watts 
Schreiber. 


“This program has been highly suc- 
cessful because of its sincere nature 
and because Mrs. Schreiber deals 
particularly in foods. Commercial 
messages, as she gives them, are so 
naturally worked into the conversa- 
tion that their effectiveness is in- 
creased. 


“Our original three-a-week sched- 


ule has become six-a-week . . . our 
test period of three months has 
stretched into three years... all 


for one reason—Results.” 


FY BASIC BLUE 
AND MUTUAL © 
5000 WATTS | 


Affiliated with Des Moines Register & Tribune 
Represented by The Katz Agency 
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Seidman Agency Moves 


S. T. Seidman & Co. has Pare 
to 6 E. 45th St., New York 17. he | 


telephone is Vanderbilt 2755. 


NSLI 


JACKSON, 
 MUESSISSIPPI 


OIL CAPITAL 
OF MISSISSIPPI 


Jackson is the oil capital of 
Mississippi—within a half-hour's 
drive of the nation's newest oil 
field — ranking 4th in daily pro- 
duction among fields of U. S. 


WSLI offers you effective cover- 
age of Jackson — Mississippi's 
“Double Return" — 130-million 
dollar Metropolitan Market—at 
less cost. 


BLUE NETWORK 


WEED & COMPANY 
NATIONAL REPRESENTATIVES 


‘Ad Portfolio for 
Ath War Loan Goes — 
Out This Month 


Washington, D. C., Dec. 1.—News- 
papers will be offered 22 special 
full - page advertisements for local 
sponsorship when materials for the 
4th War Loan drive are mailed out 
later this month, the Treasury war 
finance division said this week. The 
slogan for the drive, adopted from 
the 3rd War Loan, will be “Let’s All 
Back the Attack.” 

Although a_ wide _ selection of | 
displays will be available, new)| 
regulations adopted by the Treasury 
this week will require advertising 
personnel to actually order most of 
their war bond mats directly from 
the war savings division. 


Includes More Radio 


When the material is released, 
about Dec. 27, a portfolio contain- 
ing proofs of the entire series of ad- 
vertisements will be mailed to hun- 
dreds of daily newspapers on the 
Treasury mailing lists. The port- 
folio will contain mats for only five 
of these advertisements, however, 
and additional mats will be for- 
warded only on order. 

The 4th War Loan drive, which} 


| message, 


| the 


| local war 
| been instructed to seek local spon- 


runs from Jan. 18 until Feb. 15, will 
also see a larger number of radio 
programs available for local spon- 
sorship. Two series of 26 programs 
each, a five-minute series and a 15- 


| minute series will be prepared, and 


a sample of each series will be sent 


|to stations throughout the country. | 


Both series include music by 


| David Broekman’s orchestra, and a 
| war 


bond sales narration. The 
Treasury is leaving three half-min- 
ute blank spots in the 15-minute 
programs for the local sponsor’s 
and a half minute at the 
beginning and end of the five-min- 
ute program. 

Three 24-sheet posters will be 
distributed for local outdoor spon- 
sorship, instead of one, used for the 
3rd War Loan drive. In addition, 
outdoor advertising industry 
will use a special 24-sheet poster on 
20,000 to 30,000 panels donated to 
the War Loan drive by the industry. 

No national car card has been 
prepared for the 4th War Loan, but 
savings committees have 


sorship and local production of car 
cards. Local committees will like- 
wise cooperate in seeking sponsor- 
ship for outdoor advertising and 
other media. 


Special Magazine Copy Ready 


A special advertisement has been 
prepared for general magazines for 
January and February. Proofs and 
plates of this are already available. 
The business paper advertisement, 
also available, is directed at leaders 
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in the payroll savings drive, key | 
management and supervisory of- 
ficials. 

In addition to 22 full-page ad- 
vertisements for daily newspapers,| 
the Treasury will distribute 22 1,000- | 
line adaptations, and 10 400-line ad- | 
vertisements. Some of these dis-| @ 


x 
BS 
a4 


WTORIANT {. 


| plays, selected for their particular | 
appeal, will be sent to weekly 
papers. 

Of the 22 newspaper advertise- 


ments, 18 will be of general nature, 
while two have been specially pre- 
pared to appeal to women; two to 
bolster payroll savings; and four for 
farmers. 

Some of the titles of 4th War 
LOan newspaper advertisements, 
many of which are on a “sacrifice” 
theme, are: “Display Your Colors” 
(showing the 4th War Loan window 
sticker); “They Haven’t Quit Yet— 


At the Chicago luncheon presentation 


Have You?”: “The Week You! featuring Grit's change of page size 
Bought Something You Didn’t| models impersonated the "Gay 90; 
Need”; “If They Can Afford to Give| girls of recent Grit promotional adver. 


Up a Husband and Father”; “While 


tising, along with Winnie the Welde, 
Your $100 Nestled in the Bank.” 


representing the girl of today. 


KIRO Names Director 


Marjorie De Garmo, radio script 
writer, has been named publicity 
director of Station KIRO, Seattle. 


KFEL-‘Denver Post’ 
Hearing Set for Dec. 20 


First court hearing on the test 
case brought by Station KFEL to 
compel the Denver Post to list its 
radio programs will be held Dec. 20. 
Acting on the request of Harry S. 
Silverstein, attorney for KFEL, Dis- 
trict Judge George A. Luxford set | 
that date for a hearing on counter | 
motions to strike and to dismiss, 


Fort Wayue— 
Indiana's 2™ Largest Business Center 


@ Second largest city in the State of Indiana, Fort 
Wayne is the state’s 2nd largest business center. 
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With 220 wholesale distributors, including manu- 
facturers’ branch offices, agents and brokers, Fort 
Wayne is the wholesale center for northern Indiana. 
Fort Wayne wholesalers serve a territory extending 
approximately 100 miles in all directions. 


Fort Wayne retail stores are outstanding in the 
northern part of the state—and draw their trade from 
Indiana- 


Ohio- Michigan. 


Financially, two great national banks, two big state 
banks and other large financial institutions make Fort 
Wayne the banking center of its section of the state. 


The News-Sentinel is delivered by carrier 6 days a 
week to 97.8% of all homes in Fort Wayne. 


Che News-Sentinel 


Gort Wayne's “Good Evening” Newspaper 
FORT WAYNE, INDIANA 


eee eereeeeee 


The home of Lincoln National Bank 
and Trust Company—Fort Wayne— 
Northern Indiana's Largest Bank. 
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| filed by the Post in answer to the | 
| station’s original complaint. 


| publication of the log which now | 
| lists 


| 
_KFEL seeks to compel the Post | 
either to include its radio programs 
in a daily radio log or to discontinue 


programs of Denver’s 


other | 
three network stations. 


Guzman Names Officers :° 


Melchor Guzman has been named | 
president and treasurer of the Mel- | 
chor Guzman Company, New York | 
representative of international ad- 
vertising media. Others named 
were: A. M. Martinez, vice-presi- 
dent and director; Ada Guzman, 
secretary, and Leonore Hahn, wend 
ager of research and promotion. | 
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PAUL H. RAYMER ., National Sales Representative 


18,000 este” aie 
WORLD'S FAIRS THAT NEVER END’ 


In 9.187 American towns today are 18,000 local centralized 
world’s fairs, trade shows and industrial expositions aequainting the buying pub- 
lic with what scientific research and productive ingenuity have placed at their 
disposal. 

Installation or use of any product by a theatre places it 
directly in the spotlight of community interest, and at a time when prospect» are 


in their most receptive mood, From these “showcases” for product demonstre!ion 


will stem the new buying habits and product preferences of the postwar era 


Prior sales to theatre trade open up and enlarge the demond 


REPRESENTATIVES: ALLEN-KLAPP CO. + NEW YORK—CHICAGO—DETROIT 
% he > af =~ % ta £ rt, 


for all materials. furnishings and equipment that can be effectively demonstr ied 


in theatres. The modern theatre is a veritable “goldfish bowl” in every commu 


nity for the exhibition of product use values to the mass market. 
“America’s 18.000 theatres. representing a capital investy ct! 
| of $1.880,000.000, seat 10.924.484 people and attract 85,000,000 “Average Amer 
icans” weekly, who spend a billion dollars annually at the boxoffice. The nore! 
average expenditure for theatre construction (1929-38) was $47,363,000 annu.'!) 
[with an annual outlay of $25.000.000 for equipment, furnishings and sup; 

| Present postwar planning for new building and property improvements » \¢" 
I 

| 


wiorities are lifted will break all previous records. 


There is but one way to cultivate this class market effecti. «! 
for itself and as a direct short-cut to the popular favor of the 
| That way is through advertising in 


American pu! |' 
| 
| 


| MECHANICAL MAINTENANCE SECTION of BONORRICE 


pecial issues for 1944, including BOXOFFICE BAROMETER 
| mly annual publication reac — practically every theat 
| Ne wth America; spotlighting every phase of theatre bus 


Write for a free copy of our plan book “SELLING to and thru THE MOVI! >. 
Address The MODERN THEATRE, 332 S. Michigan Ave. Chicago 4, Il. ° 
|9 Rockefeller Plaza, New York 20, N. Y. 
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! 
Never Underestimate the Power of a Woman 


r 
J 


Nor the Power of the 
Magazine Women believe in! 


A very young man learns 
to his ultimate £ratification 
that the hand that holds 
the Purse-strings guides the 
TOL destiny of man. In later life, | 
he will learn also that it + |S 
estows upon this Magazine 
@ unique editorial POsition 7 
and the largest audited cir. 
culation in the world. 


pu sit 


LADIES’ Home 


JOURNAL 


Largest audited circulation of ANY magazine | 
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Carson Leaves WPB 


to Join Duane Jones Co. 


James O. Carson, who has been 
with the WPB since February, 1942, 
as a commercial specialist, has re- 
signed to become space buyer of 
Duane Jones Company, New York. 

Before joining WPB, Mr. Carson 
had been in charge of media and 
market analysis in the advertising 
department of H. J. Heinz Company 
for 18 years. 


Hasten the 
Return of Peace. 
Buy More 
War Bonds Now. 


S1GNM CO, LIMA CHICO 


Trenchard to WAAT 


Roland Trenchard has_ been 
named to the newly-created posi- 
tion of director of commercial pro- 
grams for Station WAAT, Newark, 
N. J. Mr. Trenchard will retain 
supervision of the public relations 
department of the station, adding 
two new members to the staff, Mary 
Linnon and Janice Grandy. 


Duffy Joins B-S-H 

James P. Duffy, formerly direc- 
tor of advertising and sales promo- 
tion of Jacob Ruppert Brewery, and 
advertising manager of the D.L.&W. 
Blue Coal Company, has joined the 
executive staff of Blackett-Sample- 
Hummert, New York. When the 
agency dissolves Jan. 1, Mr. Duffy 
will continue with the new Dancer- 
Fitzgerald-Sample agency. 


‘Patriot or Pain?’ 
Consumers Asked 
in Grocery Copy 


Cambridge, Mass., Dec. 1.—Boldly 
attacking the delicate, three-sided 
problem of manufacturer-grocer- 
consumer relations, John E, Cain 
Company, maker of Cain’s Master- 
mixt mayonnaise, has started a 
series of advertisements in New 
England newspapers pointing out 
the difficulties caused in the indus- 
try by the war and asking consum- 
ers what they are doing to help 
ease the situation. 

Under the heading, “How Do You 
Rate with Your Grocer?”, the initial 
advertisement asks the consumer to 


rate herself as a “patriot” or a 
“pain” by checking a “grin or 


gripe” column in a nine-point quiz. 
Questions include: “Do you smile 
or snarl when your grocer lacks 
the particular food or brand you 
want?”; “Do you have your ration 
coupons counted out and ready for 
your purchase?”; “Do you carry 
your own or insist upon deliv ery?”; 
“Do you try to relieve the grocer’s 
burden by doing most of your shop- 
ping early in the week—or do you 
wait until Friday or Saturday?” 


Question Many Grocers 


The forthright copy is based on 
study of replies received from 
questionnaires sent to 20,000 retail 
grocers in New England and part of 
New York state to establish which 
wartime conditions were real and 
which were fictional or exagger- 
ated. Most persons, the advertise- 
ments point out, are tolerant about 
shortages and restrictions. 


| COMPLETE COVERAGE OF THIS RICH MARKET 


‘SYRACUSE HERALD 


STEACUSS concudgabadaglemepaea baal > 
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Re eat a a 


for now and after the war, 


Syracuse 


hee 


The wartime population increase in Syracuse is 
only 1.9% Syr&cuse factories, always substantial 
peacetime plants, are now making war material but 
are ready for instant reconversion Twenty of the 
nation’s 30 basic industries are located here — so, 


“solid” is the word for 


nag ONE LOW COST 


-JOURNAL 
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SMILE OR SNARL? 
How do you) rate 


SONNE. CAIN COMPANY, Cambridge, Mass. 


foee NewTs ron ratteee 


Consumers are asked to use a new "poin 
system" in learning whether they are , 
“patriot or a pain" in dealing with their 
grocers during wartime, in this opens, 
of a hew series in New England pape, 


Only commercial copy is a sma}! 
illustration of a jar of Mastermiy; 
mayonnaise, a list of other Caiy 
products, and the name of the loca) 
distributor. The series is not de. 
signed to sell more geo 
understanding of grocers’ problem 

Chambers & Wiswell, Boston 
handles the account. 


Levy Slates Ad Drive 


Levy Brothers Company, Hanmi. 
ton, Ont., will use full-color page: 
in rotogravure in weekend pub! 
tions and large space in dailic 
throughout Canada _= suggestin 
Bridal Wreath rings as Christn 
gifts. Ferres Advertising Serv ice 
Hamilton, is the agency. 


JWT Adds 2 to Staff 


Ben Dodec, radio editor of Var. 
ety, New York, has resigned to jo 
the radio department of J. Walte 
Thompson Company, New Yo 
Mrs. Mary Katherine Wiggins, well- 
known artist, has joined the agency: 
art department in an _  advison 
capacity. 
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space donated by COLLINS, MILLER & HUTCHINGS, INC. + 


If you've been one yourself, there’s something about a 
boy that reaches inside your shirt and pulls on the old 
heart-strings. 

A boy is so full of frontier! 

His potential, for good or bad, is so limitless! 

Presently you and I are going to let loose, and he is 
going to take over; and we of today are largely responsible 
for the kind of job he does. 

A sobering thought, isn’t it? 

What famous juvenile judge was it that said: “That boy 
isn’t guilty—the real culprit is Soczety!”’ 

x *&* * 

People everywhere know about Chicago’s “Off-The-Street- 
Club”—its fame is world-wide—and justly so. 

It’s job is to keep kids from going to hell. 

It’s technique is simple: It just makes good citizenship 
more attractive than crime. Once a kid finds out how much 


more fun it is to go straight, he’s on pretty safe ground— 
the “Off-The-Street-Club” teaches them that. 


if" 


The dividends this great, silent institution pays in human 
values cannot be measured. We of Chicago and of the 
nation give thanks that such an institution exists. Would 
that there were many more like it—America needs them. 


~ * * 


As you know, once a year around Christmas time, The Chicago 
Federated Advertising Club stages a big get-together luncheon for 
the benefit of the 'Off-The-Street-Club.”’ 


These luncheons are a lot of fun—sure. But the big thing is— 
they do good. So make a note of this date on your pad, won't you? 
DEC. 16th. Place: Grand Ballroom, Hotel Sherman—12:15 sharp! 


This definitely is Chicago’s biggest advertising event of the year. 
Not a dull moment! "Most everybody of importance will be there— 
including, we hope, you. 


Tables for 10—if you act now. 

A big part of the $3.30 you pay for your eats goes to the kids. 

Send your order and check to The Chicago Advertising Club, 
Hotel Sherman, Chicago—right now! 


The Chicago Federated Advertising Club 


PHOTOENGRAVERS + 207 NORTH MICHIGAN AVE. + CHICAGO, ILLINOIS 
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Bank Hits High 
Interest Rates 
on Personal Loans 


Chicago, Dec. 1.—Hitting at high 
interest rates for small loans, the 
Merchandise National Bank in cur- 
rent newspaper copy is going after 
more personal loan business by 
graphically portraying the differ- 


|ence between its rates and those of 
'a “typical loan plan.” 

Under the heading, “Do you know | 
| what loans really cost?” one adver- | 
| tisement in the series charges that | 
thousands of people are paying two 
or three times more than necessary | 
for small loans “simply because | 
they don’t know the facts about | 
loan costs.” It warns against the | 
“mistake of thinking an_ interest | 
rate of 3% per month gives you a 
cost of $3 per year for a $100 loan,” 
and in a simple table shows the 
costs of borrowing through a “typ- 
ical loan plan” as compared with 
costs of borrowing from the bank. 

The Chicago institution, believing 
that money, like’ merchandise, 
should be “sold” on a comparison 
basis and feeling that interest rates 
on small loans were far too high, 
aggressively entered the personal 
loan field eight years ago, being one 
of the first in the country to do so. 
It has used outdoor, direct mail and 
newspapers and now is concentrat- 
ing its campaign in the latter me- 
dium, currently using space once a 
week in two Chicago dailies. 

Stanley Pflaum Associates, Chi- 
cago, is the agency. 


Shey Sure . 
IN WWL LAND! 


They're Part of the 10,000,000 Customers 
from Five Different States! 


Youie Cane 


SUGAR 


channel WWI... See 


. ’ OV jew Oricene 
tt, 
&30,.000,.000 IS A 


Especially since it’s the 
value of an average year’s Louisi- 
ana sugar cane harvest. 

AND THERE'S A HARVEST 
FOR YOU in the 5-state territory 
dominated by 50,000-watt, clear 


50,000 WATTS—CLEAR CHANNEL 


The Greatest Selling POWER in the South's Greatest City 


CBS Affiliocte—Not! Representatives, The Katz Agency, Inc. 


LOT OF 


for yourself. 


You'll like the results. | 
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Advertising Age, December 6 1949 


They Are Taking Away the Sandbags 


A Restatement of Policy to Advertisers, Media and 
Advertising Agencies by the War Advertising Council 


(ADVERTISING AGE is pleased to present here the complete text of a folder written by 
I.eo Burnett, which will shortly be given the broadest possible circulation within the 


advertising field. 
of the American advertising industry.”) 


For sound military reasons, the dim-out regula- 
tions on our East and West Coasts have been relaxed. 

Sandbags, which have been getting in the way 
and catching dust, are being removed from the cor- 
ridors of many office buildings. Blackout curtains 
are coming down. 

Maybe our cities are practically safe from the 
bombs of a desperate Hitler. Maybe it’s definite 
that the shrieking shells and falling plaster and 
broken civilians are just over there—not over here. 

But as they are taking the sandbags out of build- 
ings they are putting men in planes and tanks and 
ships—and on foot—against the enemy—and some 
aren’t coming back. 

They are pulling down the black-out curtains, but 
at the same time they are pulling men out of homes 
and changing their everyday clothes to the uniforms 
of war. 

We believe the time has arrived for the advertis- 
ing industry to take stock of itself in relation to the 
war job. 

Just about two years ago the Association of Na- 
tional Advertisers and the American Association of 
Advertising Agencies, with many representatives 
from media, met in a joint convention to define the 
aims and functions of advertising as an economic 
and social force, to remove some of the misconcep- 
tions regarding advertising which existed in certain 
quarters and to offer cooperation with the defense 


program. 


A committee was appointed to draft such a presen- 
tation. 

Just as the finishing touches were being put on 
this presentation came the news of Sunday, De- 
cember 7. 

Instead of going to Washington to tell the story 
of advertising, the committee went to Washington 
at the request of Donald Nelson who had the job of 
converting peacetime production overnight into a 
vast machine of war. He needed help and he needed 
it fast. 

Out of these conditions the War Advertising Coun- 
cil was born—the spontaneous, cooperative urge of 
advertisers and advertising people from coast to 
coast to lay into the job of helping to win the war. 

Theories went out of the window. The time for 
action had arrived. 

The War Advertising Council, whose job it was to 
coordinate the talents and facilities of the entire 
advertising industry in the interests of the war, soon 
received urgent calls from the Treasury, from Agri- 
culture, and from many other departments in Wash- 
ington. 

The country’s advertisers, large and small, the 
newspapers, the magazines, the radio networks and 
individual radio stations, the outdoor people and the 
advertising agencies of the country rallied to the 
need. Large amounts of advertising space and radio 
time were converted overnight to the advancement 
of war themes. 

Advertising and radio writers rose to new heights. 
From their pencils and typewriters poured the most 
powerful writing of their careers — because it was 


| written from the heart. 


During the past two years advertising on the whole 
has given a good account of itself. 

We are now entering a new phase of the war. 
face a new challenge. 

We advertising people who pride ourselves on be- 
ing “molders of public opinion” can measure our 
postwar prestige, not by anything we have done in 
the past, but by our efforts from here on out. 

The wishful thinking that Germany is about ready 
to crack up and that mopping up Japan will be a 
job is insidiously penetrating the public 


We 


rnind. 
Overconfidence is America’s enemy No. 1 
Here are a few signs of the times: 


It is an inspired call to action for the “second-wind of the war job 


@ Thousands of women, trained as nurses, teach: 
office workers—women vitally needed in the arme 
ices and war industry—are crowding the aisles 
partment stores and the movie theaters because th: 
folks are in the money. 

@ The Black Market continues to extend its greedy 

into many fields of scarce and rationed goods. 

Salvage activities have sloughed off. 

Millions of dollars needed for War Bonds are goiny jy) 

high-priced neckties, sport shirts, furs and. exjye)gj 

jewelry. (We recently saw a hand-painted nec} 
tailing for $100.) 

@ Cars and tires are wearing out too fast through , 
and failure to observe patriotic speed limits. 

@ Trains loaded for war are also loaded with nonessentj 
travelers, 

@ Millions of tons of good food is going into the galvanize, 
iron garbage cans of homes, restaurants and hots 
We are surrounded with the tragic sacrifice of 

war—the heroic self-denial of war—and by the 

abuses of war. 


@ There is a chap who knows most of the first vers 
“The Star-Spangled Banner” and who will knock off you, 
hat if you don't uncover instantly for the flag—but wy) 
has yet to buy his first War Bond. 

@ He can tell Eisenhower or MacArthur how to play it 
and he knows all the best places to get steaks 
stamps. 

@ He and the wife and kids are doing quite a bit of travel. 
ing, although they're pretty impatient because the 
are so crowded with soldiers and sailors. 

@ He just got the Missus a new fur coat 
sport shirts himself. 


without 


trains 


he’s collecti) 


@ He has red, white and blue stickers all over his car 
but he gives you a dirty look for blocking traffic as he 
passes you at 60 when you are patriotically stayin 


under 35 


@ When he hears about food shortages he says, “Well, be 
tween the Army and England and Russia, how do 
expect ‘em to have anything left for real America 
eatr” 


What can the advertising industry do about it? 

OWI currently lists some 34 projects on whi 
public education and support are needed. 

It’s easy to get the information on these subjects 
There are few advertisers in America who 
logically get aboard one of them. 

Everybody will agree there’s a lot of product ad- 
vertising with a war slant. Maybe we need a littl 
more war advertising with a product slant. 

Let’s keep our trade-marks alive, but let’s re- 
member that our No. 1 job is to keep our boys alive 

Even after Hitler is polished off we still have a 
knockdown, drag-out war with Japan on our hands 

This is the second-wind of the war job of th 
American advertising industry. 

There is no doubt about the way this war is go- 
ing to come out, but Overconfidence can drag out 
that victory at the expense of a lot of needless white 
crosses under the suns and rains of far-off lands 

We can’t sell War Bonds merely with a line at 
the bottom of an ad. We can’t feed scrap to steel 
furnaces, or collect paper, grease and tin cans merely 
with a poster in a store window. We can’t get wo- 
men on the job and seeds in the Victory Garden 
merely with a slogan on the air. 

Institutional “sob-sistering,” industrial bragging 
and fatuous fol-de-rol about a postwar world are 
things we can get along without. 

There are millions of slackers, chiselers and wea- 
selers who must be brought into line. 

There are some 50 million fathers and mot! 
and wives and brothers and sisters of our 10 million 
men in service who are waiting to be told what 
do and how to do it. 

If advertising can get back some of that white 
it had right after Pearl Harbor it can help Am« 
shorten the war and further justify its usefulnes 
integrity as a profession—war or peace. 


can't 


ers 


Whatever we of the advertising industry can do 


is a pretty small thing compared with having 
head bashed in or being blind the rest of your lif 
Sure—we have a perfect right to talk about 


@ On the day Italy surrendered, Red Cross Blood Bank ap- products, our essential civilian products and our 
pointments went according to schedule until the early contributions, but we don’t have to do it in su 
editions of the afternoon papers hit the street—then they way that it almost makes a boy in Bougainville 
ne Se ewe :' to throw up. 

@ They say there are no atheists in foxholes. On that —— 
principle it is noteworthy that War Bond sales in the 

] sl s . ‘oOnsiste ceede ose ; ~ , " 
ee: a Sn oe - Sure—let’s take out the sandbags. 
any state in the United States on the basis of perform- S , : - 
ance in relation to quota Sure—let’s turn on the neon lights again. 

@ They say that the presence of a returned, wounded vet- Sure let’s brighten up our cities, not becaust ¢ 
cran in any community immediately steps up the Bond war is over, but so we can see where to buy 
sales, the salvage activities and all other war activities , 
in those communities War Bonds, find more salvage, locate more Red ¢ 

@ Papers with encouraging war headlines sell better than Blood Banks, expose more Black Markets. 
those that +" Se oF ones The men and women of advertising who bel':\' 

@ The people in Washington tell us that the news is an . A vd ‘ ieee aaa , 

2 a ry ¢ > Ss : 2aG 
infallible barometer of public response tu the job of win- in their country and their profession must le: 
ning the wal way. 

. . ; me ; . + > “on 4 
RCA Booklet Gives and illustrated in color, the book- Hammond to Wilow 
let, “Electronics in Industry, is 


Facts on Electronics 

The practical, down-to-earth part 
electronics plays in various indus- 
trial fields, as differentiated from | 
the fanciful “blue-sky” imaginings 
of some current writers, is graphi- 
cally presented in a 44-page booklet} S. Oliver 
released by the RCA Victor division | Capitol 
of Radio Corporation of America,| New York, 
Camden, N. J. 


available to 


has 


business 
whose fields the science of electron- 
ics may find applications. 


Stone Joins JWT 
Stone, 
Photo-Engraving Company, 
joined 
department of J. Walter Thompson 
Written in non-technical language | Company, New York. 


o~, Pe 


James S. Hammond, 
and display manager for the S¢ 
Roebuck & Co. store, Macon, 
has resigned to join the Wilow 
vertising Agency, Macon. 


executives in 


bd ’ 
Menne to ‘American 
Wilber L. Menne, formerly 
ern manager of Popular Sct 
has joined the Chicago sales staf! 
| American Magazine. 
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ld 
OPENS DRIVE 
4 > 900 006 of waste 
peo 700.000 articies used by med 
on ae Hem a ary rene yan operons 


DOWN! 


25 WAR PLANTS SHUT 


eich le 


A series of eight advertisements of vary- 
ing site has been prepared for use by 
newspaper publishers to promote the 
waste paper campaign in their territories. 
This opening advertisement shows house- 
holders how to prepare waste paper for 
collection, and the box at lower right 
will carry instructions on local collection 
facilities. The series was prepared un- 
der the supervision of the newspaper 
committee, U. S. Victory Waste Paper 
Campaign, heated by Tom Cathcart, 
This Week Magazine. 


NAM Booklet Urges 
Need to Preserve Cars 


“If Your Car Could Talk,” a 
humorously written cartoon booklet 
jesigned to encourage workers to 
ceep their vitally needed auto- 
mobiles running for the duration, 
been issued by the National 
Association of Manufacturers and 
the National Conservation Bureau 
for distribution among employes. 

NAM pointed out. that as the 
1utomobile maintenance problem 
yecomes steadily more acute, due to 
shortage of auto mechanics, scarc- 
ty of spare parts and the increasing 
iverage age of cars (seven years 
it present), an educational cam- 
yaign among employes is needed to 
preserve adequate war plant trans- 
portation. 


COPYING METHOD EVER 
Med AS PERFECTED 

‘oil ». agto-COPlEs . 
Tt ey “ 
moa 
‘gt 


PMOTD-COPYER =< 


EEL PHOTO-EXACT 
COPIES 
of INQUIRIES and 
ESTIMONIALS MADE 
N YOUR OWN OFFICES 


he sceuraecy, ease and speed with 
hich you ean at any time, make 
PE-CO photo-exact copies of inquir- 

lestimonial letters. newspaper clip- 
ings. photographs, and other items of 
‘rest to your salesmen and distribu- 
rs. make an A-PE-CO Photo-Copyer a 
to the Sales Department. This 
rn. versatile method makes photo- 
opies of anything written, printed. 

or photographed, A-PE-CO 
lickly pays for itself. 


sally Accepted Photo - Copies of 


a 


® Letters @ Documents 
© Records @ Blueprints 

® Pictures @ Drawings 

* Receipts @ Shop orders 


ze permanent copies of anything 
18" x 22”. Eliminates error. Saves 
pying. tracing. proofreading. No 
focusing. film or moving parts. 
ployee quickly becomes expert. 
| investment in equipment. Use 
desk or table. 
eed A-PE-CO. Let us show you 
ou can use it to expedite office 
‘» copying. Immediate delivery. 
‘ thousands are in use. Send for 
0 folder. 


‘CAN PHOTOCOPY EQUIPMENT CO. 
Clark St. Dept. GA-12 Chicago 14, IMinois 


sentatives in principal cities and Canada 


Fight wiTH WAR B0NDs | 


M 


Further Shifts in 
G-E Agency Lineup 
Expected Shortly 


New York, Dec. 2.—The first 
major shifts in two years in the ad- 
vertising agency setup of the coun- 
try’s two giant electric equipment 
producers — General Electric and 
Westinghouse — released a flood of 
well-authenticated rumors here this 
week to the effect that additional 
changes in the agency lineups for 
these companies can be expected 
shortly. 

Speculation was launched by the 
announcement (AA, Nov. 29) that 
Young & Rubicam, which has been 
handling Westinghouse institutional 
and Bendix Home Appliances ad- 
vertising, has resigned these ac- 
counts to take on the product ad- 


March 1. 


vertising for G-E home appliances 
and household equipment effective 
These G-E accounts are 
now handled by Maxon, Inc. Y&R 
admitted frankly that it was resign- 
ing the Westinghouse business since 
two years of handling institutional 
copy for the company had appar- 
ently brought it no nearer the prod- 
uct advertising, handled largely by 
Fuller & Smith & Ross. 

The next move, expected within 
six months, is reported to be a shift 
of G-E consumer and trade adver- 
tising of its electronics division from 
N. W. Ayer to Maxon, which already 
services radio advertising for the 
electronics branch. One reason for 
this shift, it is said, is the desire of 
G-E for an agency with no other 
electronics account. Ayer has the 
Farnsworth Television & Radio Cor- 
poration business. 

Glenn Gundell, acting advertising 
manager of G-E’s appliance 


merchandise division, told ApvErR- 
TISING AGE that the campaign tying 
in war bonds with tomorrow's Vic- 
tory home, will be continued 
throughout 1944 despite the change 
in agency. 
cause it is a darned good agency 


“We picked Y&R be-| 


and we feel they can do a job for| 


us,” he said. 


Advance Names Hubbell 


Advance Plating Company, Cleve- 
land, maker of hard chrome plating, 
has named Hubbell 


its account. Business publications 
and direct mail will be used. 


M. Brodie Promoted 


Meyer Brodie has been promoted 
to Middle Atlantic division manager 
of the William Jameson & Co., divi- 
sion of Seagram Distillers Corpora- 


and| tion, New York. 


Advertising | 
Agency, Inc., Cleveland, to handle | 


‘Condon Agency Moves 


The Condon Company, Tacoma 
agency, has moved to larger offices 
in Suite 1104, Rust building, Ta- 
coma 2, Wash. 


SURPRISING 


FACT ABOUT NEGROES 


is what a great job their spending does in 
offering opportunity to advertisers. Here's 
a 7-billion dollar market, yes 7-billions a 
year. Are you overlooking it? Perhaps 
your competition is, too. That doubles 
the opportunity for you. So drop a post- 
| card or letter today to Interstate United 
| Newspapers, Inc., 545 Fifth Avenue, New 
| York, 17, New York and let us send you 
| some startling, proof-revealing facts about 
| what the Negro Press can do for you. 


S 


’ ‘+7 . 


_ preference has long been reflected 
in a distinct partiality for WGN 


Habitual champions of the 
National Professional Football League, 
| favorites in Ch 


Pp 


icag 


Most advertisers take advantage of this in the Middle West, hence WGN leads all 
other major Chicago stations in volume of retail, local and national spot business. 


‘e iy 2.” 
A Clear Channel Station 
CHICAGO ILLINOIS 
50,000 WATTS 720 KILOCYCLES 
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EASTERN SALES OFFICE: 
220 E. 42nd Street, New York 17, N. Y. 


PAUL H. RAYMER CO. 
Los Angeles 14, Cal.; San Francisco, Cal. 
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Miss Ulmer Promoted 


Eleanore Ulmer, who joined the 
KYW, Philadelphia, sales promotion 
department in 1942, has been ap- 
pointed sales promotion director, 
succeeding Harold M. Coulter, re- 
signed. 


bis by thousands are only part of 
Buffalo’s war contribution. In 
fact, it’s the wide diversification 
of industries that makes this 
market of a million so impor- 
tant now...and for the future! 


——_———_—s_ = oe. 


Only Morning and Sunday 
Newspaper in Buffalo 


Union Pacific 


Marks /5th Year 
with Network Show 


Santa Fe Starts 
Showing Sound Films; 
Other Media Used 


Chicago, Dec. 1.—With the an- 
nouncement that the Union Pacific 
Railroad will sponsor a half-hour 
NBC show, network radio was 
added this week to the media being 
employed by several of the nation’s 
railroads to mark anniversary mile- 
stones in a busy war year. News- 
papers, national magazines, sound 
motion pictures, booklets and other 
direct mail also are being used to 
tell the story of the carriers at war. 

The Union Pacific will launch its 
half-hour broadcast, “Your Amer- 
ica,” on a 45-station network begin- 
ning Saturday, Jan. 8, from 4 to 
4:30 p. m., CWT. The contract, 
placed through the Caples Com- 
pany, Omaha, is for 52 weeks. The 
series will mark the railroad’s 75th 
anniversary. 

The new Union Pacific series will 
present a vocal ensemble and or- 


chestra, Nelson Olmsted, NBC story- 


teller, guests and soloists, and fea- 
tured workers from the railroad’s 
operation personnel. The format 
also calls for the radio appearances 
by governors of the states served 
by the Union Pacific, starting with 
Gov. Dwight Griswold of Nebraska. 


Originates in Omaha 


The new show is said to be the 
first time since the late “Empire 
Builder” series for Great Northern. 
also on NBC, that a railroad account 
has adopted a transcontinental radio 
hookup. The majority of programs 
will originate in Omaha over facili- 
ties of WOW, but a variety of pick- 
ups will be made at points along 
the line of U. P. operation. 

The Santa Fe System Lines, 
meanwhile, presented the first 
showing Monday night of two new 
technicolor films, “Loaded for War” 
and “Tank Destroyers,” to a New 
York group of top officers and 
directors, stockholders and execu- 
tives of other New York companies. 

The sound color films, each run- 
ning 25 minutes, were produced and 
directed by Lee Lyles, assistant to 
the president, and employ Santa Fe 
talent and locales. 

“Loaded for War” depicts the 
role of American railroads in the 
total war effort, in a great mass 
movement of armed men and mili- 
tary might, and in keeping the 
country supplied with necessities. 
The film “Tank Destroyers,” was 
produced in cooperation with the 
War Department and officers of 
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everybody says this 


ie Sige eo a a 


| is “the coming empire of 


_ America” by which they mean 
| that it will be the focal point of 


¢ an amazing and permanent trade development 


for more than fifty years The San Francisco Examiner 


has been the leading newspaper in its territory. 
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Camp Hood, Tex. It portrays some 
of the transportation problems in- 
volved in feeding a camp of 80,000 
officers and men, with 1,000 railroad 
cars a month needed to keep up 
with the demand. 


Many Showings Planned 


The new films have already been 
shown to traffic executives in sev- 
eral West Coast cities and, follow- 
ing the New York premiere, will be 
run for the benefit of passenger and 
freight traffic men in other eastern 
cities. The Princeton Film Center, 
Princeton, N. J., will distribute 
copies for use by employe, school 
and college, and civic and patriotic 
groups. 

The Santa Fe has revised a popu- 
lar booklet, “The Railroad,’ which 
it has been distributing to schools 
and colleges for the past six years 
as a transportation text. A new sec- 
tion, “War and America’s Rail- 
roads,” has been added to explain 
how the carriers have met many 
transportation problems. “Initial 
successes of our armed forces were 
due largely to successful transpor- 
tation—movement of men, guns and 
materials,” it points out. “Final 
success will come only if the present 
scale of transportation is main- 
tained.” A special paragraph repro- 
duces a statement from Maj. Gen. 
Charles P. Gross. chief of the Army 
Transportation Corps, that thus far 
the nation’s railroads have supplied 
all essential requirements of the 
military service. 

Special anniversary advertising 
marked the Oct. 30 founding of the 
Santa Fe System Lines, appearing 
in a total of 335 daily newspapers 
and 646 weeklies. The road, copy 
said, was too busy “keeping ’em 
rolling” for victory to take time off 
for any celebration, but that: “This 
is, however, an appropriate time to 
point out how important to the de- 
velopment of this New West has 
been the linking together of its 
states by Santa Fe rails. We are 
naturally proud to be part of this 
great development.” 

Leo Burnett Company, Chicago, 
is the Santa Fe agency. 

The Milwaukee Road, ‘11,000- 
mile supply line for war and home 
fronts which had its beginning on 
Nov. 20, 1850,” briefly reviewed its 
93 years of operation in an exten- 
sive list of newspapers, national 
magazines and on-line trade publi- 


Advertising Age, December 6. 


cations. Newspaper copy, o! 
and 608 lines, ran in a total o 
papers while the same me 
headlined “93 years of peac« 
war and growth,” is appeari 
the road’s customary nationa] nag, 
azine list. 

Roche, Williams & Cunnynghay 
Chicago, handles the account." 


Lamb Gets Briddell 


James G. Lamb Company, Phi), 
delphia, has been named by Charl. 
D. Briddell Company, Crisfield, 4 


42 
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to direct its public relation 
advertising of metal  specialtice 
Plans call for institutional ap, 
product copy in more than 
magazines. 


Alger to West Coast 


Carl Alger, sales representatiy: 
Goodyear Tire & Rubber Compan 
and Goodyear Aircraft Corporatio, 
Akron, O., has been named Wes 
Coast representative of Goodyea 
Aircraft in Los Angeles. 


KOIL Promotes Hughes 


Harold Hughes, program directo; 
of Station KOIL, Omaha, Neb., for 
seven years, has been named assist- 
ant manager. 


THIS WAR, TOO, MAY END 


Before Z/ 


a _ _ 
s? 


You will have an immediate, 
ready-to-go market for your 
products if you get into the 
booming Diesel Industry NOW! 
Gl us what ou gle 
Welt help ye 


cq DIESEL PROGRESS 


2 WEST 45°6 STeEtT NEW TORK NEW TORK 


COULD YO 
QUARTER 


-E ANOTHER 
ON PEOPLE? 


If you have a product to sell — or a story to tell — 
the rich Sabine area dominated by KFDM is a 


market you'll not want to miss. Here, in the two 


counties of Jefferson and Orange, are more than 


250,000 war-busy people, over 90,000 of whom 


moved here in the past two years. And, what's 


more, this influx of workers will continue even 


after the war is over because this market, the 


center of which is bustling Beaumont, is the home 


of giant ship yards, iron and lumber mills, huge 


refineries, rice mills and great new synthetic rubber 
plants. Proof (authenticated by Hooper) of KFDM’s 
dominance over the ‘wealthy Sabine area will be 


supplied gladly. 


REPRESENTED BY HOWARD H. WILSON COMPANY 


a AUMO ee 


BLUE NETWORK, 560 K.C 
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*Magnetized . . . 


1,000 WATTS 


MEANS BUSINESS 


SERVING THE 
MAGNETIZED 
SABINE AREA 
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drawing people and industries from other sections’ 
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’. “ican Institute 
1e age M . 
c ato Start Magazine 
| g i fe a 
i nefDrive This Month 
ngham New York, Dec. 1.— Determined 
it if phold the position of cans| 
st paper and glass containers 
, have come into their own 
the war, the Can Manufactur- 
Phil; Institute late this month will | 
Charle igurate an extensive campaign 
d, Mq full-page advertisements in 
1 and eight national magazines. 
~ialtie | On the crest of a $1,000,000 ad- 
] anaivertising budget, plans are now be- 
an 4p ing made to expand initial magazine 
“Binsertions to include direct mail, 
merchandising and newspapers. 
~ Asserting that in the long run 
neacetime products will end up in 
\tative Mm cont — best suited to them, Gor- 
n pam don Cole, advertising director of 
ration Mm the institute, emphasized that most 
| Wes people are not aware of the tre- 
Odyear mendous part cans are playing in 
““Bisupplying United Nations’ armed 
forces throughout the world with 
thousands of necessary items. 
PS Actually, Mr. Cole told ApvVERTIS- 
= inc AGE, the critical material in can 
te = manufacturing today is not tin but 
'D.» for eel, Comparatively few people 
aSsist-@ oalize, he said, that the so-called 
tin can is composed of approxi- 
——B mately 98% steel and 2% tin. 


Capacity for producing tin has 
been increased greatly, he declared, 
since the opening of a huge new re- 
finery in Texas. Mr. Cole predicted 


~ that the tin situation will not be- 
ome acute for four or five more 

years. 
Alluding to the Institute’ s pending 
campaign, he said, “In the coming 
Gg months we propose to tell the part 


e, cans are playing in the war effort, 
nd to explain why many of us at 
ur home are unable to buy in their 
customary tin containers such prod- 


the ucts as coffee, tobacco, beer, spices, 
shortening, etc.” 

Ww! The eight magazines in which 
color advertisements are scheduled 

he to appear are: American Home, 

. American Magazine, Better Homes 
& Gardens, Good Housekeeping, 
Ladies’ Home Journal, Life, Mc- 
Call’s and The Saturday Evening 


Post. 
Benton & Bowles handles the ac- 
count. 


ADVERTISING TRENDS serves a 
troup of leading advertisers and 
gencies in the exchange of tested 
nd successful ideas. Reports new- 
st Merchandising and Advertising 
ceas and Trends in the advertising 
{ New Products, Merchandise, In- 
titutional, Industrial, Public Rela- 
fons, Post War, and Foreign Ads; 
prt copy and lay-out ideas. 


We digest over two hundred 
cusand newspaper, consumer 
magazine, and business paper ads 
rach month. Ideas that cost over 
hve million dollars to create and 
produce. ADVERTISING TRENDS 
issued on the 26th, contains 
orty-five l1lxl7 pages, over 500 ads 
ach month, edited into over 150 
‘assifications a year. 


TRIAL OFFER—We will send you 
DVERTISING TRENDS as long as 
ou wish at the special introduc- 
ory price of only $7.50 per month. 
e first issue does not meet with 
our approval we will cancel all 
harges. The experience has been 
‘ you will gain many times this 
investment.—Try us out to- 


Bay 


a 
‘ATIONAL RESEARCH BUREAU, INC. 
20 No. La Salle St., Chicago, Ill. 


end us ‘Advertising Trends,’’ until fur- 
t on your special trial offer. 


Title 


| Names Shanatfield 


| Chicago Daily 


| American, has been named news . = 
, ; . » : New York newspapers will have 
editor of Electrical Publications, - Rotsir ys otaiihoushe cin "s 
Inc., Chicago, publisher of Electr. | Paid Ad Support carried several hundred thousand 
eal-tlome oauloment Dealer and lines of advertising by Dec. 7, when 
Electric Li he pig cell . New York, Nov. 30.—A total of|the local campaign ends, Mr. Bro-| 
ad : | 39,000,000 lines of newspaper ad-| phy pointed out, adding that it is 


explained, nor does it include ad- 
vertisements which have _ been 
placed by local committees through- 
out the country. 


War Fund Drive 
Given Extensive 


Hal Shanafield, formerly with the 
Times and Herald- 


. | vertising, paid for by business and | conservative to expect another 25, 
Berner Joins Emerson | industry, or contributed by news-/| 900,000 lines to be reported by 
Robert C. Berner, for the past| papers, has supported the Cees! newspapers cooperating with local 
year chief of the container section) war Fund’s drive to raise $125,000,- | War chests and war fund commit- 
of the Office of Civilian Require-| 999 on behalf of the USO, United| tees not using the advertisements | 
ments, has resigned to ‘become|Seamen’s Service, War Prisoner’s| Prepared by the national advertis- 
assistant to the president of Emer-| aiq and 14 war relief agencies,| '"g advisory committee. 
te New Yo a Corpora- | according to Thomas D’Arcy Bro- —_—_——_ 
ion, New Yor . . ° 
| phy, president, Kenyon & Eckhardt, Little Joins LeRoi 
Jack Little, formerly art director 


and chairman of the fund’s national 
Kondla to Blackstone advertising advisory committee. 

Charles Kondla, formerly with This linage does not include|of Barnes Advertising Agency, Mil- 
the New York World-Telegram, has | new spaper adv ertisements now ap- | | waukee, has joined the advertising 
joined the Blackstone Company,| pearing in metropolitan newspapers department of LeRoi Mfg. Company, 
New York, as account executive. of New York City, Mr. Brophy |! Milw aukee. 


| pany, 


Maple Leaf Promotes Two 

C. E. Soward and K, F. Wads- 
worth have been elected vice-presi- 
dents of Maple Leaf Milling Com- 
Toronto. Mr. Soward, who 
was formerly in charge of the com- 
pany’s New York office, is now 
in charge of merchandising and 
finance, and Mr. Wadsworth, for- 
merly manager of the grain and 
milling operating departments, is in 
charge of production and purchas- 
ing. 


ARE YOU SELLING THEM EFFECTIVELY? 


7 
You should hav ¢ expert counsel 
on how to reach the growing 
$7 Billion Negro Market. Consult—* 
| OUT OF ° 
EVERY 10 DAVID J. SULLIVAN 
ICANS Negro Market Organization 
Amen Market Advert Research 
iS A NEGRO a 


545 Fifth Avenue + New York, N.Y 


From South Louisiana's $50,000,000 


New Orleans. 
contributors to the prosperity of the 


ee i 


The WEW 


NEW "ORLEANS 


America’s Sugar Bowl Helps Assure the 
Prosperity of the South’s 


we = ie 


WHERE THE POST-WAR FUTURE 
IS BEING BUILT TODAY 


Largest City 


sugar industry flows an 


important year ‘round volume of business through the City of 
America's sugar bowl is one of the principal 


South's largest city. 
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. plant. It was housed in four circus;of the show committee which! being shown to employes of the ; 
Hu e Dioramas Tell tents, and employes were given time| planned the exhibit, the War Com Clifton and Bayonne planta. After Appoints Watts, Payne 
off by groups to view the show.|municade has been extremely well) that they will be taken to the Point} Lee C. Moore & Co., Pittsburgh 
Each full showing takes about 50/ received by the employes. Breeze works. Baltimore. and the|@nd Tulsa, manufacturer of « ¢¢) 
minutes. In planning a_ morale-building| Hawthorne works, Chicago. derricks, jacknife cantilever mst; 
Old @ fory 10 From Kearney the War Com-| program, bo no er 9s goon : and pumping units, has appointeg 
municade was brought to New York| committee discussed all of the usual . . Watts, Payne — Advertising, 1¢ 
and housed in big Manhattan Cen-| methods of reaching employes, Burns Joins Euclid Tulsa, to candle its apesiert. The 
ter, on 34th St. near 8th Ave.| through advertising in local papers, Frank Burns, formerly with Ad-| company has scheduled space {vy , 
P mp oyes Showings were given for two days| plant posters, booklets, plant rallies,| dressograph - Multigraph Corpora-| campaign to break in Janua: in 
last week for Western Electric) etc., but the diorama presentation] tion and Penton Publishing Com-| oil trade publications. ; 
° employes in the headquarters office| was approved because of its dra-|pany, has joined the advertising 
Western Electric and other plants in the city. In|matic combination of sight and|department of Euclid Road Machin- ‘ , 
S hi N Sh addition to the dioramas, there is ar.| sound. A show committee headed|ery Company, Cleveland. He will Merahn of ‘Sun Heads 
en ing ew ow extensive exhibit of wartime com- by Mr. Shannon was appointed, and | assist in the preparation of business Promotion Mana ers 
to All Plants munications equipment of all types,| the Diorama Corporation retained| paper advertising, direct mail, cata- g n 
as well as captured enemy war|to prepare the spectacles and the| logs and sales promotion material. Lawrence W. Merahn, promotion 
' material. All of the descriptions of| accompanying sound tracks. The cenemanmenmmniniie manager, New York Sun, has been the 
: New York, Dec. 1.—The 90,000| wartime uses of electrical equip-| scripts were written by Sergeant Tuni P ted elected president of the New York & \ 
employes of the five great Western] ment have been approved by the| Arthur Laurents of the U. S. Signal| #UMISON Fromote Promotion Managers Association [J y 
Electric plants in the country will) War and Navy Departments. Corps, who wrote “The Man Behind| Lester B. Tunison has been ap-| succeeding Theodore Clodius of the 
soon have a new and graphic idea} According to F. B. Shannon, chief|the Gun” radio show for Elgin| pointed special assistant to the pub-| Mirror. Hazen Morse, promotion cc: 
of the importance of their work in| of the public relations division of| Watch before joining the Army. lisher of Liberty. Mr. Tunison has|manager of the World - Telegram fy) 
the war effort as a result of a proj-|the Kearney works, and chairman The massive dioramas are now} been with Liberty for five years. was elected secretary. 
ect originated and carried to com- 


pletion by the labor-management 
war production committee of the 
Kearney, N. J., works, which em- 
braces three plants at Kearney, 
Clifton and Bayonne, N. J. 

The project consists of three giant 
dioramas called “War Communi- 
cade,” each 60 feet long and nearly 
15 feet high, presenting in three- 
dimensional form reproductions of 
land and sea battles in which equip- 
ment of Western Electric manufac- 
ture plays a vital role. Prepared 
by the Diorama Corporation of 
America, New York, the dioramas 
are created in strikingly realistic 
detail, with electric installations 
which permit vivid representation 
i of a city lighted up at night, search- 
: lights, planes moving across the 
; sky, gun flashes, exploding naval 

shells and depth bombs, tanks on 
the move, etc. Each diorama is 
explained by a sound track which 
' dramatically describes the action as 
: it takes place. Much of the story 


PHEIS BLELE EIN GINES 


Valuable 


ABOUT CRANES FOR 
YOUR PANE 


eenrieee wrertwse 
sverrnemears wom 


‘ 
. . . Foy sai ” a 
is told in the language of fighters = hes : 
who have participated in land and - ’ on 
Bins BRS+tne. 4 
; sea battles. pera vey S™ cippines & Lewis MACHINE TOOL co 
, Sound Helps Realism 


First diorama to be presented to 
the audience is the portrayal of home 
front protection facilities during a 
possible air raid on a typical Ameri- 
can city. This study in the coordi- 
nation of spotters, interceptor com- 
mand, and other air raid defense 
services is a tribute to the part 
played by the telephone and tele- 
type in the war. Next is the Navy 
scene, which gives the observer the 
impression, as the action progresses, 
of being on several vessels escort- 
ing a convoy of troop transports. 
Orders crack, guns roar, depth 
charges explode, and the vital role 
played by submarine detectors, bat- 
tle announcing systems, radio and 
a number of other Western Electric 
war products, is graphically por- 
trayed. 

The crescendo of War Communi- 
cade is a land battle scene showing 
use of all war communication sys- 
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Cetting Tools - one 
TREAT EM RIGHT! 


ARE YOU WELDING STAINLESS STEEL’ 
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: tems, including tank radios. “eae. 
: The presentation, probably the| [xR que c-, i — on SS hoe SPR 
most elaborate employe morale- 


building project in all industry, took 
four months to prepare, and was 
shown for the first time recently 
at the Kearney Western Electric 


POSTER STAMPS 
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HE MOST IMPORTANT BAVINO OF Ais 
P 4 CEMNON MANPOWER SHORTAGE WITH THtS y MANPOWER! 
; \yy\_PRESS OF MANY USES — 


ee oe 


. ..- PROFITABLE 

q | .. +. PATRIOTIC 

| ... POPULAR 
PROFITABLE, provides inexpensive 


' media for keeping your Trade 4 
es Slogans and Brand Names : 
alive. 


PATRIOTIC, New appeals through 
the use of such popular patriotic 
themes as Combat Insignia; Civil- 
ian Defense; Airplane, Naval, and 
other Military or War Motifs. 

POPULAR, with millions of families 

, and with more than 1,000,000 people 
who are Poster Stamp Collectors. 

WRITE TODAY for complimentary 

copies of 3 completely informative | 

| booklets; (a) The Growth and Modern 

7 Application of the Poster Stamp; (b 

; Glossary of Information on Poster 

Stamps; and (c) Case Histories of Pos- 

terStamp usesand ‘What Happened.” 
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Fleischmann to 
Present Hour 
Program on CBS 


New York, Nov. 30.—A full-hour, 


t-to-coast radio program over 
CBS network on Dec. 21 will 
presented by the Fleischmann 
sion of Standard Brands in sup- 


: of the “Bread is Basic” cam- 
» for the baking industry and 


cooperation with the govern- 
it’s nutrition program. 


\ired from 10 to 11 p. m., EWT, 
» show will originate from Holly- 


d, Washington, D. C., and New 
k, and will bring before the 
ke” leading figures of stage, 


reen and radio, with music fur- 


ed by Ray Noble and his or- 


hestra and Spike Jones’ band. Out- 


standing figures in nutrition circles 
will also be presented on the pro- 
gram, which will be free of any 
consumer product commercials. 
Slanted entirely at the baking in- 
dustry, the show will be presented 
under the title “The Bakers of 
America Present—.” 

The complete program is designed 
to emphasize to the public the im- 
portant contribution the baking in- 
dustry of America is making to the 
war effort, the fact that B, enriched 
bread is one of the seven basic 
foods, and to impress upon the peo- 
ple the value of bread as a nourish- 
ing food, not just for the duration, 
but for the years after war as well. 

Business publications in the 
bakery and grocery fields are cur- 
rently carrying attention-callers to 
the radio show by means of four- 
page inserts, while newspaper in- 
sertions employing 168-line units 


will be used in cities carrying the 
program the day of the broadcast. 
Additional attention-callers via 
radio plugs and tie-ins with local 
bakers will supplement the promo- 
tion. Arthur Kudner, Inc., New 
York, is the agency. 


Fox DeLuxe on Blue 


Fox DeLuxe Brewing Company 
will begin sponsorship of “Fox 
DeLuxe Variety Hall” Dec. 21. The 


musical variety show will be heard 
Tuesdays from 6:30 to 7 p. m., CWT, 
on a split network of the Blue in 
the Midwest. Schwimmer & Scott, 
Chicago, is the agency. 
3 Renew on NBC 

Skelly Oil Company, through 
Henri, Hurst & McDonald, has re- 
newed Alex Dreier and his news- 


casts on 24 NBC stations. 
The Council on Candy as Food 


in the War Effort has renewed its! 


weekly ‘Washington Reports on 


Rationing” program over 48 NBC! 
Barton, | 


outlets, through Batten, 
Durstine & Osborn. 

F. W. Fitch Company, via L. W. 
Ramsey Company, has renewed 
“News of the World,” heard over 
76 stations of NBC. 


Insurance Group on MBS 


Mutual Benefit Health and Acci- 
dent Association will sponsor a 
half-hour weekly show over Mutual 
network starting about Jan. 1, with 
each show to dramatize the career 
of some outstandingly successful 
young man in the nation. The pro- 
gram, to be aired Fridays, will be 
put on in conjunction with the 
United States Junior Chamber of 
Commerce and will be called ‘“‘Free- 
dom of Opportunity.” Those to be 


THE WAR MESSAGES IN EVERY 
ISSUE OF THE IRON AGE HELP 
BRING VICTORY NEARER 


A war message in every ad? Look at any wartime issue of 
The Iron Age. You'll find it full of war messages — messages 
that promise increased production at lower cost — informa- 
tion that helps bring Victory one step nearer. 

Nor are these promises idle gestures or scraps of paper to 


be repudiated later. They are made in good faith and they 


are kept. That is the American way. 


Faith in The Iron Age, in the value of its news and editorial 


columns and in the integrity of the wartime advertising mes- 


Sages it contains has built up a weekly audience of 100,000 
key executives in wartime metal working plants. 

These leaders are piloting allied production for Victory. 
Later they will rebuild American industry for peace. There is 
no better way to reach 


than to publish them in 


The lron Age. 
= 


them with your own war messages 


AND DON'T FORGET 


49 
AIDS SPECIAL WEEK - 


© 0% COOPERATION WITH THE HEALTH LeacUr OF CANADA AND 
YOUR LOCAL HEALTH DEPARTMENT, AYLAER BABY FOOrS mEIWe 
YOU THES MESKAGE OF IMPORTANCE TO 414 FARENTS 


Noy 4 
NATIONAL IMMUNIZATION WEEK Moy ® 
20 


AYLMER 


C000 NEWS FOR MOTHERS: —| 
craaman rooes roe Samm s66 new euvamams 47 row enecum 


Canadian Canners, Hamilton, Ont., 

manufacturer of Aylmer canned foods, 

used this newspaper copy in support of 

National Immunization Week, Nov. 14-20, 

sponsored by the Health League of 
Canada 


selected for the program will be the 
candidates for the Junior Chamber’s 
award as the outstanding young 
man of 1943. 


Ivoryne Sponsors Musical 


Gum Laboratories, maker of Ivor- 
yne chewing gum, will sponsor 
“Hello Sweetheart,” a 15-minute 
musical program to be aired on the 
Blue Network Saturdays from 5:45 
to 6 p. m., EWT, starting Dec. 18. 
The present line-up calls for 38 sta- 
tions, with the possible addition of 
more outlets later. McJunkin Ad- 
vertising Company, Chicago, is in 
charge. 


Two Renew on NBC 


The Andrew Jergens Company, 
through Lennen & Mitchell, has re- 
newed its mystery series entitled 
“Mr. and Mrs. North,” heard 
Wednesdays from 8 to 8:30 p. m., 
EWT, over the full NBC network, 
effective Dec. 29, for 52 weeks. 

American Tobacco Company has 
renewed “Kay Kyser’s Kollege of 
Musical Knowledge,” an NBC fea- 
ture under the same sponsor since 
1938. The show is heard over the 
full network. Foote, Cone & Beld- 
ing is the agency. 


Adds 11 Stations 


Parker Pen Company has added 
11 outlets to its CBS network spon- 
sorship of “Ned Calmer and the 
News” program, bringing the total 
number of stations to 128 for the 
Saturday airing, and 129 on Sun- 
day. It is heard from 8:55 to 9 p. m., 


EWT. J. Walter Thompson Com- 
| pany is the agency. 

Hawkins to ‘Builder’ 

| J. Harold Hawkins, former archi- 
tectural editor of Ladies’ Home 
Journal and McCall’s, has been 
|named assistant editor of American 
Builder, Chicago. 


Selling Women While 
They’re Young 


Published by GIRL SCOUTS 
155 E. 44th St., New York 


- Member of 
THE YOUTH GROUP 


200,000 ABC! 
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J. R. Gerber Heads 


West Coast Four A’s 

Joseph R. Gerber, of the Portland, 
Ore., agency bearing his name, has 
been elected chairman of the board 
of governors of the Pacific Council, 
Four A’s, succeeding Dan B. Miner, 
head of Dan B. Miner Company, 
Los Angeles. Terrell T. McCarty, 
McCarty Company, Los Angeles, 
was named vice-chairman and War- 


ren C. Kraft, Erwin, Wasey & Co., 


Seattle, secretary-treasurer. 


Trammell Recounts 


Experiences on | 
Overseas Tour | 


New York, Dec. 1.— Plans for | 
resumption and improvement of | 
broadcast operations im war-rav- 
| aged countries under Allied Military 
|Government have been drafted by 
| NBC, according to Niles Trammell, 
|president, who recently returned 
|from an overseas trip to study the 
radio situation. Mr. Trammell was 
accompanied by John F. Royal, 
NBC vice-president in charge of 
international operations. 

What these plans are Mr. Tram- 
mell is not free to divulge until 
government officials have had suffi- 
cient opportunity to consider and 
study the NBC recommendations. 

However, the NBC chief, at a spe- 
cial press conference here last week, 
revealed that beginning next Janu- 
ary, NBC would inaugurate an all- 
entertainment program exchange 
with BBC whereby American pro- 
grams would be aired for British 
listeners and _ British programs 


front, and this is what American 
fighting men desire most. 
Soldiers want more news from 


home and in this respect it is not! 


surprising to see soldiers reading 
American newspapers that are 
weeks old and passing each paper 
from one to the other until liter 
ally hundreds of men have scanned 
every section of the newspaper, Mr. 
Trammell said. 


Greater Coverage Needed 


The Army operates low power 
radio stations and puts on programs 
three times daily, but this is not 
adequate for American coverage, 
Mr. Trammell declared, adding that 
U. S. armed forces get good recep- 
tion on programs aired by BBC, but 
the nature and content of such pro- 
grams are not too appealing to the 
American tastes of radio program- 
ming. 

The men love radio recordings of 
the popular evening live programs 
aired in this country, and these re- 
cordings, sans commercials, usually 
run from 20 to 25 minutes, Mr. 
Trammell explained. 

Asked whether his trip resulted 
in his 
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| Hitler 


fe has been able to do in "°| Full Page Ads 


| Mr. Royal told the press gather- 


ing that too much emphasis cannot Give Reasons for 


be laid on urging the home folks to | 
write as often as possible, and de-| J § 
| scribed the fecliinns of soldiers who} Liquor Shortage 
| were without news from home for | New York, Nov. 30.—Designe 
weeks or months at a time. give the public a clear-cut pic: 
of today’s whisky supply, no m 
how discouraging the situation 
be, the Conference of Alcohiolj 
Beverage Industries and Dist 
Spirits Institute jointly released » 
full-page advertisement capticneg 
“A Frank Statement on the Whisk, 
Shortage.” ; 
The insertion appeared today iy 
a list of approximately 260 news. 
papers in 37 states, including the 
District of Columbia, and may be 
the forerunner of the nationwid 
newspaper campaign underwritter 
by the liquor industry to fight black 


| SSS 
13 Join Shappe-Wilkes; 
‘New Account Added 


Morton Martin has been 
;associate art director of Shappe- 
| Wilkes, Inc., New York agency. 
| Ben Morris has been named head 
|of publicity, and William Numeroff, 
|formerly of the New York World- 
Telegram, has been added to the 
|art staff. 

The agency has been named to 
handle the account of Automatic 
Winding Company, maker of elec- 


named 


‘tronic assemblies and component| ™arkets. This campaign is expected 
parts. to get under way as soon as the 
various state committees have sub- 


mitted their recommendations on 
the amount of advertising desired 
in their respective territories tp 
combat the black marketing jp 


Named Fisher Manager 


| Clifton Train, with 


formerly 
\Sampson-Matthews Ltd., and 


brought to American audiences. 
Want Home News 


“Peo hoon listening vm WEDF | informed o troops are quite well! 


formed on general military mat- 


formulating any postwar) Rolph-Clark-Stone Ltd., has been 

plans for radio, Mr. Trammel said:|named manager of the Montreal 
After the war there must be an | office of James Fisher Company. 

organization—a committee or com- | Panel ae 

mission—made up of the free coun- | 

tries to insure that in the future Mason Names Gordon 


liquor (AA, Nov. 15). 

Today’s insertion carried a list of 
22 questions in which were posej 
every conceivable query on current 
liquor problems, with answers given 
to each. Conclusions based on the 


. Mi-h; . -.# ters via OWI outposts, Mr. Tram-|radio will henceforth be used for! 
Flint Michigan all evening, sir. said, but great difficulty is | | 


mell 


encountered in gétting anything 


|/near a sufficient amount of clear| group of individuals, will ever be Agency, 
reception on news from the home|!able to propagandize the world as advertising. 


good instead of evil. 
“No one individual, or no small 


Mason Shoe Mfg. Company, Chip- 


, question and answer series tell 
pewa Falls, Wis., and its affiliates 


readers that (1) there is an acute 


have named the Phil Gordon] shortage of whisky and _ supplies 
Chicago, to handle their 


will be exhausted in a year if the 
present abnormal rate of demand 


— =r 
“i ope. rer. 
=, > . " b ~ 


I See That COMPETICO 
Is Testing a New Sales Idea at 
OKLAHOMA 


HUGO, 


You, Too, Can Profitably 


were fully satisfied; (2) conditions 
will become more acute and aggra- 
| vated even under present rationing 
| programs and the public must real- 
|ize that its consumption of whisky 
must be curtailed; (3) there can be 
no solution of the present shortage 
until beverage production is re- 
sumed; (4) black markets are con- 
|demned by responsible members of 
the industry just as severely as 
they are by enforcement officials. 

Walter M. Swertfager Company, 
New York, is the agency. 


Mendte to Arndt 


Robert Mendte, formerly eastern 
sales promotion manager for Can- 
ada Dry Ginger Ale, New York, and 
sales promotion manager for the 
Jacob Hornung Brewing Company, 
Philadelphia, has been named 
sistant to Robert N. D. Arndt, John 
Falkner Arndt & Co., Philadelphia 
agency. 


as- 


‘Aid for Trailer Owners 


A brochure, “About Trailers,” 
been published by Acorn Venetian 
Blind Works, Chicago manufacturer 
of Venetians for trailers. It is de- 
signed to help the vast army of wa! 
workers make their homes n 
wheels more attractive. 


has 


| JR. 


Paulson, editor, Telegram- 
| Tribune, San Luis Obispo, Cal., has 
been named publisher. The ap- 


pointment followed the resignation 
'of Robert Burns, business man- 
| ager, to join the advertising depart- 
|/ment of the San Francisco News 


| Adds Two New Accounts 


Fuller & Smith & Ross, New York, 
has been appointed to handle adver- 
tising for Alcoa Steamship Com- 

| pany, New York and Neptune Mé 
|Company, manufacturer of R 
|Seal meters and pumps, effect 
| Jan. 1, 1944. 


Use One or More of ACB’s 12 Research Services | ~ 


The chances 


of your seeing an important new 


test campaign in a distant daily newspaper 
are extremely remote—unless you are a sub- 
scriber to ACB’s Research Service. Then you 
will see it without fail. 


In ordering 
Service.” It 


this ask for “Schedule Listing 
is one of twelve ACB Research 


Services which are fully described (including 
basis of charges) in the new catalog that will 


be ready for 


mailing in a few days. 


Several of ACB services are useful in post- 
war planning. They collect the new ideas in 


advertising and selling. 


Still other services 


are indispensable in showing merchandisers 


how their de 


alers are cooperating —how your 


dealers compare in advertising effort with the 
dealers for competing lines. 


NEW YORK (16), 


79 Madison Ave. ® 


CHICAGO (5), 538 


You will find this new ACB 
Research Services useful and 


interest. Aside from describing the various 


geographical and other ways 


services may be ordered, it tells how this 
unique service has been built—why the costs 
can be so low—gives the names of many of 
the national advertisers and agencies who use 


ACB Research Services. 


Ask for your copy of the new 
today. ? 


* fi 
“The 


ADVERTISING 
CHECKING BUREAU 


South Clark St. @ 


SAN FRANCISCO (5), /6 First Street 


Catalogue of 
of absorbing 


in which the 


SELLING NEW HAVEN'S 


, ‘ 
ACB Catalog WAR WORKERS 
The Journal-Courier goes into war 
plants by the thousands daily — 
copy read by many, and 
passed on from shift to shift — 
each copy working 24 hours daily 


each 


to bring you coverage of today's 
best-spending customers 
100,000 readers daily! 


* * THE * x* 


JOURNAL-COURIER 
NEW HAVEN, CONN. 


INC. 
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Advertising Age, December 6, 1943 51 it 
° ments. Mr. Hannegan has already|3, 1942. These bonuses may not! were $2,400 or less in 1941; 10% if 
Admen 1m. the Revenue Bureau ruled that commissions earned} exceed 50% of the base salary. they were between $2,400 and 
= through Dec. 31, 1943, may be paid If the employe’s salary has not} $5,000; and 5% over $4,000 and not 
Armed Forces Issues Series of provided the rate of commission | increased since Oct. 3, 1942, he may | over $7,500. : a 
’ and the rate of any other compen-| be paid a bonus equal in dollar ie a 
co 43 Bonus Rules sation has not increased since Oct.| value to that paid in the first — 
Kathleen Rob- 2, 1942. accounting period after Oct. 3, 1942, i 
ertson, household a Washington, D. C., Nov. 30.—]} The Commissioner listed a num-| provided the bonus does not exceed RSL a 
»yment editor Employers may pay annual bonuses| ber of types of bonuses which may | 20% of his salary. a 
 vicCall’s, New § without prior approval of the Bu-| be paid without approval of the If the employer has eieanaae | — - 
vork, has enlisted reau of Internal Revenue salary | Bureau: paid a bonus based on a percentage | ; 
he Wac, and tabilization unit if the amounts do When the employe’s salary base|of salary, the bonus may be pase, | fey) TO TALK DIRECTLY 
now at Fort ‘ot exceed the amount paid in the! has not increased since Oct. 3, 1942,| regardless of the dollar amount, so }) 


Oclethorpe, Ga., 941-1942 period, Commissioner of|in the case of those earning $5,000|long as the percentage has mts WITH 400,000 
ee 5 “4 ‘ . . ” ‘ . >| chang 3j > 942, for those 

-s:ing her basic nternal Revenue Robert S. Hanne-| or more, or Oct. 27, 1942, for those | changed since Oct. 3, 1942, Se | 

‘raining. Suc- an has ruled in a series of regula-| earning less than $5,000, a bonus | earning more than $5,000 or Oct. 27, BUSINESS EXECUTIVES 

ceeding Miss @ ions covering bonuses for 1942-|not exceeding the higher of the 1942, for those earning less than | 


Robertson, who 


¥ 943. These bonuses include pay- | following amounts may be paid $5,000 salary. = 
ioined the maga- ’ rents based on _ percentages of| automatically; the dollar amount An employe may also be paid a| Choose the WA = >—S 
¥ in 1930, is rofits, percentages of salary, or| paid in the last accounting period | bonus which, with other compensa- | B lOWs ; 
E] ibeth Swee- ercentages of sales by other em-| ending before Oct. 3, 1942; or the|tion, does not increase his total | Leader... U N 
ney, formerly a oo ae loyes, commonly known as over-/| dollar amount approved by the sal- | compensation for the year over his | ES 
issistant pro- ‘iding commissions, but they do not| ary stabilization unit for the first | total for the calendar year 1941 by | x 
fessor of foods and nutrition at the nclude ordinary commission pay-j| accounting year ending after Oct.| more than 15% if his 1941 earnings | “© 
College of Home Economics, Syra- 


cuse University. 

John Armstrong, formerly with 
Russell T. Gray, Inc., Chicago in- 
dustrial advertising agency, has 
een promoted from first lieutenant 
to captain in the Coast Artillery. 
He is stationed at Fort Monroe, Va. | 


Capt. Dale D. McCutcheon, former | 
western manager of Liberty, has | 
been appointed U. S. public rela-| 
. tions officer for Northern Ireland. 
} A news story in an Irish paper 
reveals the fact that Capt. Mc-| 
Cutcheon is himself of Ulster stock. | 


Lt. Claude R. Durbin, former ad-| 
vertising og of E. W. Edwards | 


: & Son, Buffalo, has been promoted | ah 
- He | 


um OUT OF : CHOOS 


Ae 


a a Se 


from second to first lieutenant. 
p is a graduate of the Army air force | 
- school of applied tactics. 


- 
6 
{ Donald E. Fricker, ciated 
manager of Leroi Company, Mil- 
waukee, has reported for service} 
with the armed forces. 


McKeown Gets Stevens 


The Mitchell McKeown Organiza- 
tion has been appointed by the 
Stevens Hotel, Chicago, to handle 
its public relations and publicity. 
Carl W. Harris, formerly director 
of publicity for J. Walter Thompson | 
Company, Chicago, and John Tait | 
Milliken, formerly associate finan | 
cial editor of the Chicago Sun, have 
joined the McKeown organization. 
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LETTER TO A 
SPACE BUYER’S 
WIFE 


Dear Madam: 


phones and says he won ’t 
be home to dinner be- 
cause he has to make up 
a big list of weekly 
newspapers ask him why 
he doesn’t turn the job 
over to APA. 


The American Press Asso - 
ciation has several de- 


Next time your husband | 


. wu bd . . 
parteents devoted to the EAT little rhyme that—''Two out tinued efforts to give Cedar Rapids i. = 
problem of getting space “ ; H : - 
Gapers bene for &s seriy of three choose WMT". To state radio listeners what they want in 
dinner. the case more completely, approxi- radio entertainment have been mod- 
au te ae mately two out of three listeners in estly successful. Not that we're satis- 
supply your husband with the "one-station"’ Cedar Rapids area fied, of course; we won't be until 
a list of the best week- 
ly newspapers in any or 


had their radios tuned to WMT, ac- we've made it three out of three... 
Hooper Coincidental cording to the midsummer — 1943 but we're confident we're on the right 


all counties in America. 
We have another depart - 


ment which knows the ex - Listening Survey Hooper survey. Six other stations track. 
act cost of 
sroup of Senaaaiee ae fought among themselves for the at- sade iii 
other which handles li Station A 4.5% tention of the one remaining listener. _'" T@do, It ollows without aor _ 
wane » a Station B 3.0%, if you want to sell ‘em, you have to 3 
im, for example, ts ° ° 
that we can give him by | Station C 26.67, These figures should erase tl tell 'em. And telling ‘em in Cedar \ 
Stan in 68 to ons out. | Station D 09°, doubts from the minds of you radio- Rapids brings us right back to our | 
standing weekly news - = Io wise time buyers on how to reach the . h "'T f th 
anar th aaah bf the - . starting rhyme... lwo out of three 
1129 most prosperous WMT 63.3% listening audience in ‘‘one-station choose WMT." That's nearly double 
rural counties of the ° . 
country. That may not Station E 0.9%, towns as far as Cedar Rapids is con- the listener total of the six competing 
mean much to you—but he : , ° one 
| knows it would take him Station F 0.3%, cerned. stations from neighboring cities and 
| months of night work t i 
| make up, such a list as” | Others 0.5%, Mr. Hooper's figures prove, too, states ... and you still can buy at the 
; that. e might be able ' = i ilv i 
| to use it right now. edt PDA, to lene OA. that WMT's concentrated and con lowest rate per radio family in lowa. 
So before you go to Sunday Through Saturday 
Reno, advise your hus- Mid-Summer 1943 " 
band to turn his news- 


paper work over to APA— 
and then give him one 
more chance. 


BASIC COLUMBIA NETWORK 


CEDAR RAPIDS 
5000 Watts Day and Night « 600 K.C. 


A COWLES STATION 


WATERLOO 


‘Represented by the Katz Agency 


American Press Association 
225 W. 39th St., New York, N. Y. 


Chicago Philadelphia Detroit 
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Morale, Manpower 


Copy in All Media 
Okayed as Cost 


Washington, D. C., Dec. 1.— The 
Army service force fiscal director 
has ruled that radio time, news- 
paper space and other advertising 
media used to solicit workers and 
for “other personnel activities” may 
be exempted from previous War 
Department instructions eliminating 
all but business paper advertising 
as a reimbursable cost in govern- 
ment contracts. 

This ruling, revealed for the first 
time this week, permits Army ac- 
countants to allow advertising used 
for morale purposes, regardless of 
the media. In arriving at the de- 
cision, it is believed the War De- 
partment considers this type of ad- 


If it’s 
A TEST 


you want... 
TAKE 


NEW HAVEN 


The Register is rated* the 
7th test market in the U. S. 
—2nd in New England. With 
@ minimum cost you reach 
urban and suburban popula- 
tion. 


vertising as a cost of production! 
rather than an administrative cost. 

Advertising in trade and technical 
publications has been allowed as an 
operating cost but institutional and 
all selling advertising have been 
ruled out by the War Department 
on the ground that they are not 
necessary to do business with gov- 
ernment. 

In adopting the ruling permitting 
this special advertising for morale 
and other personnel purposes, the 
fiscal director of the Army service 
forces has adopted a line of think- 
ing first presented by the air forces, 
which decided last summer that ad- 
vertising in newspapers for special 
personnel purposes could be con- 
sidered an item of cost in both cost 
plus fixed fee and fixed price con- 
tracts. 

The air forces, in accepting this 
type of advertising, pointed out that 
advertising and advertising meth- 
ods used to secure employes or cut 
down the accident rate may con- 
tribute to the performance of the 
work called for in a war contract, 
and therefore speed the war effort. 

The recent ruling of the fiscal di- 
rector of the Army service forces, 
on the other hand, narrowed the 
types of advertising that will be ac- 
ceptable in the technical field. In 
describing the types of advertising 
that would be considered reimburs- 


able cost, he eliminated “trade” 
from the term “trade and _ tech- 
nical.” os 


This elimination may rule out 
publications specializing in infor- 
mation of non-technical nature. 
However, observers believe there is 
still ample ground for inclusion of 
many of these papers, providing im- 
portant market and purchasing in- 
formation. 

The ruling said, “Advertising of 
an institutional character (as con- 
trasted with the advertising of 
products for sale) placed in tech- 
nical journals, primarily for the 
purpose of offering financial support 
to such journals because they are of 
value for the dissemination of tech- 
nical information for the industry, 
is a reimbursable cost.” 


‘Combustion’ in NBPA 


Combustion magazine, New York, 
has joined the National Business 
Papers Association. 


B UT DELL DETECTIVE GROUP 
STILL HAS AVAILABLE A FEW 


_ DOMINANT ADVERTISING POSITIONS IN 


Getting Personal 


Jan H. S. Anderson, recently transferred from Army public relations 
duty at San Antonio to the reserve corps, has reestablished offices in 
San Antonio, Houston, Dallas and Austin, with headquarters in the 
latter city. The company name is Jan Anderson & Associates, news- 
paper and radio representative. . . Walter Kaner, former publicity and 
special events dir. of WLIB, Brooklyn, before joining the Army last 
July, has been promoted to corporal and assigned to the special serv- 
ice section. . . 

Station WFIL, Philadelphia, included a portion of the talk which 
Raymond Rubicam, head of Y&R, delivered to the Poor Richard Club 
recently, on a recording for inclusion in “This Week in Philadelphia,” 


AT UNITED AIR LINES PREMIERE 


A premiere calls for a serious mien, judging from this trio's expressions at the 

launching of United Air Lines’ radio program at Columbia's Hollywood studios. 

Left to right are: Sterling E. Peacock, vice-president of N. W. Ayer & Son; 

Robert C. Coleson, Hollywood manager of the agency; and Carlton Kadell, 
m.c. of the show. 


Sunday afternoon digest of local events. The Nov. 27 program also 
included an address by Arthur Motley, publisher of the American 
Magazine... 

Will someone please see what can be done about promoting an 
apartment for WFIL’s promotion dir. Ted Oberfelder, who commutes 
daily from Forrest Hills, L. I., to his job in Phila., covering about 1,200 
miles each week. Or how about promoting a job closer to home, 
Ted? .. 

Linda Jean Marlor was given in marriage by her father, Henry S. 
Marlor, v.p. and a dir. of U. S. Rubber Co., to Lt. Cecil R. Pickens, 
Army Signal Corps. The nuptials took place in St. Michael’s Episcopal 
Church, Naugatuck, Conn. .. At the Plaza Hotel, New York, Chas. J. 
Oppenheim, pub. dir. of WOR, key Mutual outlet, married Elaine 
Kent. . . 

To Puerto Rico to confer with producers of Ron Merito rum on 
problems affecting their mutual interests, went Allan MacDougall, 
asst. gen. sales mgr. of National Distillers Products Corp. . . 

Replacing their annual March ball at the Waldorf-Astoria, the Ad 
Women of New York went all-out for war economy with a cocktail 
party and tea at the House of Gourielli on Dec. 3. The ladies acted 
as their own barkeeps, mixing 
drinks for the benefit of the U. S. 
Maritime Service Graduate 
School Canteen. A few of the 
pseudo-bartenders were Pauline 
Rawley, household editor of 
Fawcett Pubs., Marion Allen, 
pub. dir. of Cultivated Mushroom 
Institute of America, Amy Blais- 
dell, pub. dir. for Helena Rubin- 
stein, Constance R. Taylor, dir. of 


CLUB REWARDS VETERAN 


every adtvertisenren= 
in San Francisco 


consumer relations, Seagram- 
Distillers Corp... 
“Advertising Looks Ahead,” 


was the topic of a talk given by 
Mary McClung, ad dir. of the 
New York Post, before the Ad 
and Sales Club of Toronto on 
Nov. 23, and the Ad and Sales 
Execs Club of Montreal the fol- 
lowing day. . In New York’s 
historic Little Church Around the 
Corner, Ensign Arthur J. Pegler 
II was married recently to Nancy 
M. Hutchinson. Ensign Pegler is 
the son of Jack A. Pegler, a v.p. 
of Foote, Cone & Belding. . 

Chicago families who want to 
reciprocate for kindnesses ex- 
tended to their sons by Austra- 
lians and New Zealanders may 
now do some entertaining for Anzacs visiting the Windy City, through 
the Anzac Center, which was founded and is financed by E. H. Scott, 
of Scott Radio Laboratories. .. 

Things have been happening to Franklin H. (Spats) Johnson, former 
McGraw-Hill v.p. who is now serving a number of publishers on a 
consulting basis. He was presented with a granddaughter Nov. 21 by 
his son, Franklin Jr., and the latter left only a few days later for 
Miami to start training as a flying cadet in the Army air forces... 
Maj. Glenn C. Morrow, exec. sec’y. of the Rochester adclub for 19 
years, who is now attached to the office of the Adjutant General in 
Washington, D. C., is home on his first leave since July, 42. . . Charles 
E. Godfrey, adv. dir. of the Herald-Journal, Spartanburg, S. C., is the 
new president of the local Kiwanis Club... 

More than 100 friends and associates gathered at a testimonial 
dinner at Chicago’s Palmer House to celebrate the 35th anniversary 
of Henry R. Levy’s association with Studebaker Sales Corp. Paul G. 
Hoffman, Studebaker pres., was among the speakers. . . Capt. Norman 
Ross, popular free-lance Chicago announcer, who is now with the 
Army air forces at Winston-Salem, N. C., is on leave to visit his wife, 
who is ill in an Evanston, IIl., hospital. . . 


Shown at the annual football meeting of 
the San Francisco Advertising Club, Presi- 


dent William F. Fielder, left, presents 
Amos Alonzo Stagg, coach of the Col- 
lege of the Pacific, Stockton, with a scroll 
citing him as “the coach who did the 
most for Pacific Coast football in 1943." 
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‘American’ to Make 


Changes in Size 

Further changes in sizes on : 
American Magazine will be mde 
effective with the March, 1544 
issue, because of the paper sh. -+. 
age. Only depth measurement .» ‘jj 
be affected, with the trim size re. 
duced from 11 inches deep to | 1% 
inches, standard page size (face) 
from 10; to 10, and bleed page - ize 
from 11% to 11. 

Rates will remain the same, ex. 
cept for the line rate which has 
been advanced from $12 to $12.25 
beginning with the March is:ye 
This increase does not apply bo 
business now on the magazin —— 
books for the March and Apri ani 
issues. P 


1e 


Steps Up Sales Appeal 


Wellington Sears Company, New 
York, has given its advertising py 
in women’s magazines a stronger 
consumer selling note for its line of 
Martex towels, announcing that 
with the easing of military require. 
ments, the public may now pur- 
chase its products more freely 
Using full pages in color, the switch 
in copy is aimed at Christmas shop- 
pers. Alley & Richards Company, 
New York, is the agency. 


serv} 
said 
propt 
in Navy 
Caldwell to CJBC By 
S. W. Caldwell, commercial man- $10,1 
ager of Station CKWX, Vancouver, othe: 
B. C., has been named manager of f°“ 
CJBC, Toronto. Station CJBC, for- Hi" 
merly CBY, will be the key station wars 
of the new Canadian Broadcasting 9°" 
Corporation Dominion network, §°U?? 
which will begin operation Jan. 1. ones 


EYE’ CATCHERS | & 


FREE PROOFS! @ 


the 
000 
sold 
end! 
56.8 
$368 
non 
$49, 
T 
cei\ 
$1,4 
pon 
$3,1 
rag: 
23,5 


AD-MEN READ THIS!) 


Here’s Why the World’s Biggest J 
Advertisers Use EYE* CATCHERS § 


it brings around 100 new, photo ideas every @ Se 
30 days 


its pictures are spirited and lively de! 
_ = 2}, 
it features national advertising’s best models R} 
it presents unique and original situat 
dramatize any selling story 


it fits into every job 


high class photography is made avail 


ridiculously low cost 


—every picture “sells” something 


—they can use photos liberally—they 
little 


it provides ready-to-use promotion 
found nowhere else 


—it saves real money 


only $5 monthly 
or Glossy Print Plan 


—it stimulates one to do a more resultf 
Glossy prints up to 8x10, also cover 
blow-ups 


outstan ~— advertisers and agencie 
scribe to EYE*CATCHERS, It sell 
by mail! IT’S GOT TO BE GOOD 


“I think this is one of the fines? 


services we have ever seen, and 
frankly, cannot see how you ar 
able to sell it for the amount y 


x FREE book of interesting + 
no obligations. Clip coupon to your lett 


-—— oo oe ee ee ee ee ee ee ee ee ee ee 


EVE" CATCHERS, INC. MAIL THIS NOW 


Please send us FREE proofbooks and 
‘ out month men raisic 


does mt obligate us in any way 
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atterson Reports 
allerson Kepor 

le 
Dept. Sales 
«jon War Dept. Sale 
t- 
; lus Good 
e. 
fof Surplus Goods 
e) 
ize Vashington, D. C., Dec. 1.—War 
jeoartment sales of surplus prop- 
*X- +. to other than federal agencies 
las g the third quarter of 1943 
25, EBepounted to $10,163,000, Under 
ue, Feecretary of War Robert P. Patter- 
to Ron revealed in a letter to Congress- 
ine’s HBoa, Wright Patman, chairman of a 
\Pril Fkpec'al House committee studying 
methods used by government agen- 
jes in selling surplus goods. 
Reminded by Mr. Patman of a 
4 promise made Oct. 21 to supply 
‘CW @ formation on the amount of mate- 
PY Byials sold by the War Department, 
oger By Patterson said this week that 
© of 9c74.880,000 worth of War Depart- 
at Bment material had been transferred 
lire- Bauring the period of July 1 to Sept. 
Pur- Heo but $43,315,000 of this included 
ely, Baterials exchanged by various 
itch Bpranches of the Army technical 
10P- Beervices. In addition, Mr. Patterson 
any, Beaid, $21,402,000 worth of excess 
property had been absorbed by the 
Navy and other federal agencies. 
By far the greater part of the 
$10,163,000 worth of goods sold to 
1an- Bothers than federal agencies con- 
vee, sisted of sales made to war con- 
? of Biractors for the purpose of facili- 
tion tating the performance of war 
ties wntracts, Mr. Patterson said. He 
ae supplied no breakdown of the types 


of materials included in the surplus 
property sales. 


Handled Through Field Offices 


War Department surplus property 
is generally handled by the Treas- 
ury procurement division through 
ll field offices throughout the coun- 
try. Before any material or goods 
is sold to the public, however, 
efforts are made to find a use for 
it in other War Department agen- 
cies or in other federal departments. 

Mr. Patterson further reported to 
the Patman committee that $73,092,- 
000 worth of materials had been 
sold for scrap during the fiscal year 
ending June 30, 1943, including 
56,800 tons of waste paper sold for 
$369,000. Largest salvage item was 
non-ferrous metal, which yielded 
$49,386,000 for 299,280 tons. 

The War Department also re- 
ceived $1,383,000 for kitchen waste; 
$1,448,000 for fats, grease and 
bones; $8,199,000 for ferrous metals; 
$3,148,000 for 9,530 tons of cotton 
rags and clippings and $259,000 for 


23,500 tons of tin cans. 
Legislation Considered 


While Mr. Patterson was supply- | 
ing the first consolidated report of | 
surplus property sales, Congres- 
sional committees continued to dig 
into the demobilization problem, 
with a newcomer, the House public 
buildings and grounds committee, 
under Rep. Carter Manasco of Ala- 
Dama, considering legislation to set 
ip an over-all policy committee to 
rule over property sales. 

This plan, with procurement 
igencies doing the selling under 
instructions from the policy com- 
mittee, was approved Tuesday by 
Secretary of Commerce Jesse Jones, 
who will be deeply concerned with 
demobilization, since he controls the 
RFC and the other government cor- 

tions which have more than 
10 billion invested in plant facili- 
es and strategic materials. 

l his 


the 


appearance’ before 


Manasco group, Mr. Jones said that 
procurement officers would prob- 
ably be the best qualified to sell the 
government property, but that their 
operations must be regulated by a 
governing board representing other 
agencies. 

This position differs sharply from 
the attitude of the National Retail- 
ers Association, which wants all 
surplus property controlled and 
actually handled by one central 
agency. 

Following this same line of 
thought, the National Automobile 
Dealers Association has advocated 
a central agency to control all sur- 
plus property sales, with estab- 
lished trade organizations repre- 
sented. 

Reports circulated in Washington 
this week that the Army is prepar- 


This sale was opposed by the auto. 
mobile dealers, who assert that 
Treasury procurement will deal 
directly with consumers. 

Automobile dealers want the 
trucks marketed through estab- 
lished trade channels, supplement- 
ing their case with the assertion 
that direct sales by Treasury pro- 
curement to the highest bidder will 
not insure that the trucks go to the 
most essential use. 


Four Name Davis & Beaven 


Davis & Beaven, newly - estab- 
lished Los Angeles agency, has an- 
nounced addition of these four ac- 
counts: Albers Packing Company, 
Riverside, Cal.; Fruit Industries, 
Ltd., San Francisco; Blue Bird Po- 
tato Chip Company, Oakland, Cal., 


IGE Names Williams; to 


Use Foreign Magazines 


International General Electric 
Company, Schenectady, N. Y., has 
named Williams & Saylor, New 
York, as its agency. Plans for 1944 
call for the use of foreign maga- 
zines and dealer promotional mate- 
rial in Latin American countries. 

J. E. Peters of IGE’s publicity 
division directs the company’s 
advertising. Ralph W. Williams, 
agency head, is in general charge 
of the account, with Willard Y. 
Stocking as account executive. 


Hackbush in New Post 


Ralph Hackbush, vice - president 
of Stromberg-Carlson Telephone 
Mfg. Company of Canada Ltd., To- 


~ | my ee 


= ue 
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‘Leatherneck’ Changes 

The Leatherneck, monthly maga- 
zine of the Marine Corps, has be- 
gun its 28th year of publication 
with the December issue, presenting 
a new page size of 680 lines. 


Appoints Wandless Co. 


H. J. Wandless Company, New 
York, has been appointed exclusive 
advertising representative of El 
Pais, leading daily and Sunday 
newspaper of Havana, Cuba. 


MAILING SERVICE 


Multigraphing — Filling - in 
Addressing—Mimeographing 


Youll hand it to 
us for 


ing to sell 10,000 trucks through the}and Scudder Food Products, Inc.,|ronto, has been appointed managing| THE LETTER SHOP, Inc. 
Treasury procurement’ division.' Monterey Park, Cal. director of the company. 431 S. Dearborn St., Chicago Wab. 8655 
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418 S. Market St., Chicago 7 
Phone WABash 3304 
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NEWS-SENTINEL 


Represented by the National Advertis- 
ing Department of Scripps-Howard 
Newspapers. 
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AMERICA’S SEVENTH INDUSTRY, 
Write for Sample Copy = Chicago, Ill. 
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Canada Pulp and 
Paper Industry 
Recruits Workers 


Montreal, Dec. 1.—Financed by 
Canadian pulp and paper compa- 
nies, a dominion-wide campaign has 
been launched in collaboration with 
the Canadian and provincial gov- 
ernments to relieve the pulpwood | 


NATIONAL COVERAGE 


wi 


di 


| campaign, sponsored by 


shortage by recruiting farmers and 
farm workers for woods labor. 
The advertising and _ publicity 
the Pulp 
and Paper Industry of Canada, is 
scheduled to run until January. It 
embraces advertisements in English 
and French weekly newspapers, as 
well as in dailies serving areas 
adjacent to the forests. 


into the field several hundred can-| 


vassers who are asking rural work- 
ers to help pulpwood cutting and 
alleviate a possible 20% shortage, 
or 1,250,000 cords. 

The industry appeal is: “This 
winter, work in the woods; next 
spring, return to your farm.” As 
authorized by Arthur MacNamara, 
director of National Selective Serv- 
ice in Canada, each appeal stresses 
that farm workers engaging in 
woods operations will not lose their 
status under wartime regulations, 
but should consider pulpwood cut- 
ting only if their absence will not 
affect winter farm production. 

The federal Department of Labor 
is cooperating with the industry by 
opening all offices of National Selec- 
tive Service to farmers and farm 
workers who seek pulpwood work. 
Provincial governments are _ col- 
laborating through public appeals 
made by prime ministers and other 
cabinet ministers, and by instruc- 
tions to agricultural field represen- 
tatives and local “farm production 
committees to help rural workers 


in contacting pulp and paper com- 
panies. 

The 
tutes a follow-up to a wider cam- 
paign which the Canadian Depart- 
ment of Labor itself is undertaking. 
It has issued a general poster call- 
ing upon farmers and farm workers 
to help with fuel-wood, saw logs, 


Posters and| pulpwood and other essential indus- 
publicity also are being employed. | tries. 
In addition, the industry has put| over the coast-to-coast network of | 


Daily radio spots are used 


the Canadian Broadcasting Corpora- 


industry campaign consti- | 


| The Advertising Market Place 


The rates for this department are as follows: “Help Wanted,” 
“Positions Wanted,” “Representatives Wanted,” and “Represen- 
tatives Available,” 30 cents a line, minimum charge $1. 


— 
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cash with order. All other 


rates): % in., $2.75; 1 to 8 tn., $4.75 per tMmech. 


Terms 


classifications insertion 


(single 


REPRESENTATIVE AVAILABLE 


Advertising representative available 


: a ae ae r Fee ar - |to publisher seeking high-grade full- 
tion. Publication advertising 1S time exclusive representation in the 
also used. East. Capable of planning and exe- 


The industry’s drive to make up| 


cutine well-balanced year-round pro- 


the pulpwood lack climaxes months | £'@™ of high cumulative value based 


of promotion undertaken by E. 
Howard Smith and Paul Kellogg, 
of Montreal, who head the Cana- 


dian Pulp and Paper Association 
and the Newsprint Association of 
Canada, respectively. They had 


emphasized the war essentiality of 
the industry, showing that more 
than 55% of all Canadian pulpwood 
goes into materials urgently needed 
by men on the battlefronts. 


Luttman Joins GC&N 


Frederick W. Luttman has been 
appointed to serve in an executive 
capacity with Geyer, Cornell & 
Newell, New York. Mr. Luttman 
was with Benton & Bowles as 
assistant contact executive on the 
Procter & Gamble and Florida 
Citrus accounts and was previously 
assistant to the agency’s research 
director. 


JACKSON 


Y 


ea —_ ° 


American armies travel not so much 
on their stomach, as the old saying 


A BOOTH Michigan MARKET 


large, active market, can do it most 
effectively through the Jackson Citizen 


goes, but on rubber tires . . . tough, Patriot. 
durable, bouncing tires on jeeps, 
trucks, supply vehicles and other 


motorized units. 


Jackson is now an important Good- 
year tire production center, with 
schedules now approaching 7,500 


tires a day. 


Jackson, always a major Michigan 
market, is today more important than 


ever. 


Advertisers who wish to keep their 
trade names before the public in this 


For further facts, call Dan A, Car- 
roll, 110 E, 42nd Street, New York 


City 17, N. Y.; or John E. Lutz, 435 
N. Michigan Avenue, Chicago 11, Il. 


Mt NEWSPAPERS 


on personal calls supplemented by 
mail contacts Former publisher and 
advertising manager (8 years) of 
well - regarded successful national 
class-trade monthly. 

Box 4453, ADVERTISING AGE 
330 W. 42nd St., New York City, 18 


HELP WANTED 
WANTED—Artist experienced for Chi- 
cago industrial advertising agency. 
Proficiency in layout, hand lettering 
and assembly essential. Salary basis. 
Write giving experience, draft status, 
| and salary expected. 
3ox 4452, ADVERTISING AGE 

100 E. Ohio St., Chicago, Ill. 


Kerr's, nationally known Department 
Store, Oklahoma City, has opening for 
assistant to Advertising Manager. Ex- 
cellent opportunity for woman who is 
A-1 layout artist. She must be fa- 
miliar with fine merchandise, must be 
able to supervise artwork and copy. 
Give full experience, age, salary de- 
sired in letter. Write Advertising 
Manager, KERR’S, Oklahoma City, 
Okla. 


Secy.—with adv. & dir. mail exp. in 
| mfg. co. Hdle. own cor., sales bulle- 
tins, ete. Good at fig. shthnd. & tye. 
CHAS. SCHWARTZ & COMPANY 
311 North Desplaines St.—Chicago 
CANal 1112 
|OPPORTUNITY for capable’ copy- 
|writer to join leading aeronautical 
publications in N. Y. C. as Ass’t. Pro- 
motion Mgr. Starting salary reason- 
able, with ample opportunity to prog- 


330 W. 42nd St., New 

POSITIONS OPEN 
We specialize in advertising 
jnel, male and female. Positions now 
javailable with advertisers, agencies, 
|}publishers and in radio, Transactions 


York City, 18 


| ress. To qualify you should be young, 
draft-exempt, personable and pur- 

| poseful with 3-5 years advertising 

j}agency of promotion experience. Write 

|for interview, giving full details of 

}your background, education and ex- 

| perience, 

| Box 4428, ADVERTISING AGE 

| 


person- 


confidential. No registration fee. 
FRED MASTERSON 
Sinclair Masterson Personne! 


ADVERTISING ARTIST desiring per- 
manent position with modern 
advertising organization. Ideal rela- 
tions between employee and employer 
opportunity to go places. Applicant 
ishould = primarily have illustrative 
ability and taste for modern treat- 
|} ments and be able to work from rough 
layouts. Lettering ability desirable 
but not necessary. 
The Jaqua Company 
Grand Rapids, 2, Michigan 
George Williams 
COMMERCIAL PERSONNEL 
Advertising & Publishing Positions 


| 200 S. State St.) —_ Chicago, Ill. 
| ADVERTISING SALESMAN 
for a leading chemical publication; 


|} must have successful trade paper ad- 
|} vertising record, knowledge chemis- 
jtry, engineering helpful; excellent 


opportunity and permanent position 
|for right man. Apply by letter only, 
giving age, experience, salary re- 
| quired 


Tradepress Publishing Corp., 
622 Sth Ave., N. Y., 18. 


¢ 


7 } position 


type | 


oa HELP WANTED 
LAYOUT MAN OR WOMAN wi) 


tiative and ideas needed by ady-«rt 
ing agency in Bogota, Co } 


South America. 
to take advantage of vigorou 
ent and future development 
vertising business in new prog: 
country Knowledge of Spanis} 
ful, not essential. Write air ma ' 
ting 35c in stamps on envelope. Sta: 
fully age, whether married or 
experience, references, salar) 
pected. Colombian living 50% 
than American, Taxes almos 
existent. EPOCA LIMITADA 
tado aereo 4248, Bogota, Colon 
ALSO RESEARCH SPECIALIST. yy 
or woman. Same address, part 
as above. 
WANTED: A woman who = enjoys 
working on circulation, handling 
ecards and detail. A. BC. & Cc 4 
bus, papers. Salary depends on abj). 
ity. Permanent employment. Not a 
war job. Chicago and Michigan Ay 
address, 
Box 4449, ADVERTISING AGE 
100 E. Ohio St., Chicago, 11 
POSITIONS WANTED 
EVANS L. KREHBIEL 
Humorous illustrations in any me. 
dium. Shall be glad to consult wit 
you regarding your accounts. 
437 N. Michigan Ave.—Studio 2503 
Chicago, 11, Ill.—Sup. 4750 
Now, available from government sery. 
ice soon. Well over draft age. Bac} 
ground American and British theat: 
and radio—writer, actor and produces 
Available on free lance consultant 
basis or as radio production dir 
Box 4451, ADVERTISING AGE 
100 E. Ohio St., Chicago, 11 


ARTIST—LAYOUT, FIGURE 


Some one who 


| Lettering, ideas, visualizing, lone 
jagency, press, studio experience \ 
Wisdom, 4618 Kenmore Ave., Chicag 
Attention Account Executives = and 
Copy Chiefs! Do you need a comy 
tent secretary who can also 
j}copy? 8 years’ experience in leading 


jagency as secretary to 
and major executives 

|Now employed, Desire 
eventually 


copywriter 
Writing ex; 
combinati 
leading to fu 


|time writing. Age 29, college educa- 
tion, single 

} tox 4450, ADVERTISING AGE 
100 KE. Ohio St., Chicago, 11 


/ADVERTISING MANAGER — SALES 
PROMOTION thoroughly experi- 
enced in all branches including rad 


Wants permanent position Draft ex 
empt, has been overseas, Marries 
Protestant. Prefers eastern locatior 
| fox 4448, ADVERTISING AGE 
1330 W. 42nd St., New York City 


| - 
| COP YWRITER—NO MENTAL GIANT, 


|just gifted. Young man with col 
education available to Chicago ! 
ifor free-lance work. Smooth, force- 


| packing “writing salesman,” 
Box 4445, ADVERTISING 
100 KE. Ohio St., 


AGE 

Chicago, 11 
MISCELLANEOUS 

Do you have clients who wish to im- 

prove their Relations with Top Mar 

agement? Our Newsletter wi 

read by all officials in every size 

ness receiving it. Proven acceptanc: 

Open for sponsorship on nationa 

regional basis. 

Box 4454, ADVERTISING AGE 
330 W. 42nd St., New York Cit 
Order “Krom-a-Tone” post cards to- 
day. Newest, most economical wa) 
to display any product Sample 
prices on request. Graphic Arts I 
Service, Box Hamilton, Ohi: 


365, 


Berthon Joins Y&R 


George T. Berthon, identified with 


Winnipeg and Montreal since 1925 
has joined the Montreal office of 


the advertising business in Toronto,| Young & Rubicam Ltd. 


504 SHERMAN 


PRINTING 


There are a large number of concerns that 
render one type of service and do it well... 


*x THE FAITHORN CORPORATION, 
however, renders THREE DISTINCT TYPES 


of service—ad-setting, engraving and 
printing—and does them ALL equally 
well—with less effort and less cost. 


FAITHORN CORPORATION 


STREET ° 
Telephone WABash 7820 


|_pay AND NIGHT SERVICE— 


CHICAGO 
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iBig Changes in 


Advertising Age, December 6, 1943 


Drug Marketing 


Seen by Luckman 


Pepsodent Head Calls 
Export Sales Outlook 
‘Very Bright Indeed’ 


Chicago, Dec, 2.—Predicting 
sweeping changes in the drug field 
in the years after the war, Charles 
Luckman, 35-year-old Pepsodent 
president, told the Chicago Fed- 
erated Advertising Club today that 
two important problems facing the 
field in the immediate future are 
packaging, and the conflict between 
manufacturers and doctors. 

Mr. Luckman illustrated the pack- 
aging problems of his industry by 
displaying panels showing the vari- 
ous changes which have been made 
in the size, shape and components 
of Pepsodent paste and powder as 
the result of materials shortages, 
and reported that at present the 
powder is packed in three different 
containers and cartons, because not 
enough material is available to sup- 
ply the complete demands for any 
one of the three types. He also 
reported that the company is this 
week launching consumer tests of 
five new paste tube and carton de- 
signs, to determine which, if any, 
it should adopt to replace the exist- 
ing container. 

Pointing out that his company has 
no personal interest in the “coming 
fight between manufacturers and 
doctors,” Mr. Luckman emphasized 
that such a conflict is inevitable. 
He reported that whereas all vita-| 
min products were sold on prescrip- 
tion seven or eight years ago, cur- 
rently only 4% of the total vitamin | 
product output is sold in this man- 
ner, with the big bulk changing 
hands across the counter as branded 
merchandise. A similar changeover 
in the merchandising of sulfa drugs 
and countless other medications can 
be expected, he averred. 

The foreign picture for the drug 
manufacturer is “very pretty,” Mr. | 


STABILITY- 


NOW and 
AFTER! 


Despite the tremendous increases 
in Employment, Payrolls, Bank De- 
posits, Sales and Savings the New 
Bedford Market does and will con-@ 
tinue to offer stability after the 
war 


NO NEW PLANTS 
HAVE BEEN ADDED 


No conversions or “War Babies” 
—our regular plants are on active 
service day and night, and in the 
post-war era will continue to hum 
to meet the demands of the na- 
tion's consumers. 


THE RECORD 
SHOWS THAT 


Bank deposits have increased 31°, 
over 1939 (now $109,191,521.00). 


Payrolls have increased 170% 
over 1939. 

Sales have increased 64°/, over 
1939. 


NOT TO BE 
OVERLOOKED 


is the ever-growing fish industry. Our 
waterfront is a Bee hive of activity 
with boats by the score selling their 
valuable catches to more than 20 local 
buying and filleting houses daily 


Indications are that this important in- 
dustry will continue to expand and 


Luckman said, declaring that in his 
opinion foreign markets should pro- 
vide U. S. drug manufacturers with 
a volume equal to or greater than 
their present domestic business. 
This is especially true since tremen- 
dous efforts can be expected to re- 
place German and Japanese prod- 
ucts in world markets. 

He warned, however, that suc- 
cessful foreign merchandising re- 
quires the tailoring of products as 
well as selling methods to fit the 
needs of each individual market, 
and that the manufacturer who s- 
sumes that his product is perfect 
for the interior of Africa just be- 
cause it sells well here, is probably 
heading for disaster. For example, 
he said, Latin Americans demand 
spicier flavors than do North Ameri- 
cans, and a change in the Pepsodent 
flavor for the South American busi- 
ness three months ago has already 
boosted Pepsodent volume there 
substantially above prewar levels. 

Turning to advertising’s task in 
the postwar world, Mr. Luckman 
emphasized that its big job is to 
help mightily in resolving the “fam- 
ily feud” between capital and labor 
and to preserve and enlarge the ad- 
vances made under the American 
system of operation. Swatting hard 
at advertising which is out of line 
with the product advertised, Mr. 
Luckman said: “Let advertising by 
its tone, appearance and content 
proclaim the honesty of American 
business and the worthiness of its 
purpose.” 


Giant Postwar 
Job Contest 
Started by Pabst 


New York, Dec. 2.—More than 100 
prominent industrialists, labor lead- 
ers, economists and government of- 
ficials were on hand at a luncheon 
here yesterday to hear George V. 
Denny Jr., moderator of America’s 
Town Meeting of the Air, announce 
a giant competition totaling $50,000 
in awards for the best plans to 
stimulate postwar employment in 
the United States. 

The awards were made possible 
through a grant from the Pabst 
Brewing Company in celebration of 
its 100th anniversary, and are to be 
known as the Pabst Postwar Em- 
ployment Awards. Judging of the 
entries is independent of the com- 
pany. 

Entries will be judged solely on 
the basis of the practical contribu- 
tion they offer to postwar employ- 
ment and not on literary merit. A 
first prize of $25,000 in war bonds 
will be paid for the best plan. There 
will be a second award of $10,000 
in bonds, and 15 $1,000 awards. Any 
citizen of the United States, includ- 
ing members of the armed forces, 
is entitled to enter the contest. 

A board of four judges will con- 
sider entries. They are: Dr. Clar- 
ence Dykstra, president, University 
of Wisconsin; Dr. Wesley C. Mit- 


chell, professor of economics, Co- 
lumbia University; Dr. Beardsley 
Ruml, chairman of the Federal Re- 
serve Bank of New York; and A. F. 
Whitney, president of the Brother- 
hood of Railroad Trainmen. Mr. 


55 
Denny will supervise the project. 
Competition begins immediately 
and closes Feb. 7. Administrative 
details will be handled by the Pabst 
Postwar Employment Awards com- 
mittee at 551 Fifth Ave., New York. 


WANTED 


ADVERTISING 
MANAGER 


MIDWEST MANUFACTURER 


Important company in Northern Indiana now totally engaged 
in war work, but with a product firmly established before the 
war, which will have even greater market after. Excellent 
trade and consumer acceptance being maintained through 
sustained advertising and trade contact. Need man preferably 
experienced in radio, music or major purchase field. Give full 
details in letter, with view of arranging interview in Chicago 


if desired. Address Box 4457, ADVERTISING AGE, 100 E. 


Ohio Street, Chicago. 


prosper as it has during the past 10 
years—making New Bedford one of the 
dominant fishing ports of the east. 


The value of fish landed during the 
year 1942 was $4,524.819.00. Available 
figures indicate that 1943 landings 


will exceed five million dollars. 


pecially so.. 


Lester Beall, Designer 


and Consultant Art Director 


“You find it in the color and texture of the 
type, as well as in the design. Every face 
has its own spirit... but some are more 


adaptable than others. ATF types are es- 


.even those introduced years 


ago. The Franklin Gothic I used here is a 
good example. It's thoroughly ‘at home’ 
with the more modern Stymie. That is why 
I use ATF type faces so constantly... they 
‘fit together’ 


well.” 
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7 smenenune 
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This machine can be improved! 


Mrctne 


E Automatic Machine Company, Inc., Windsor, Vt. 


Grayde 


“The spirit’s the important thing,’’ says Lester Beall 


Brush 


Lydian Bold 
Spartan Black 


Have you a copy of the ATF Red Book of Types? If 
not, send for one. Also, single page showings includ- 


ing complete alphabets of the above and other ATF 


type faces. 


This advertisement 


200 ELMORA AVENUE «+ 


AMERICAN TYPE FOUNDERS 


ie 


is set in Franklin Gothic 


ELIZABETH 3, N. J. 


and Stymie 
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_ties. And Meissner Mfg. Company, 
_Mt. Carmel, Ill., appointed Gardner 


Postwar Market 


Plans Stepped Up 
by Radio Makers 


Majestic, Admiral 
and Meissner Seek 


Share of Trade 


(Picture on Page 61) 


Chicago, Dec. 2.—Concrete plans | 
to keep trade names alive and build 


greater postwar markets than ever 
took form this week in the radio 
manufacturing field. Two Chicago 
companies, Majestic and Admiral, 
disclosed production and merchan- 
dising lines along which they intend 
to proceed. 

Agency changes also figured in 
the plans, with Majestic Radio & 
Television Corporation appointing 
Foote, Cone & Belding, Chicago, to 
handle its advertising effective Jan. 
1. Admiral Corporation, formerly 
Continental Radio & Television Cor- 
poration, revealed it plans to step 
up 1944 advertising to create a mar- 
ket for expanded production facili- 


Advertising Company, St. Louis, to 
conduct its advertising, including a 
national magazine campaign to her- 
ald the postwar Meissner radio- 
phonograph FM combination set, 

Although Majestic is engaged 
100% in producing war material for 
the armed forces, it has already set 
up a postwar planning committee of 
executives headed by E. A. Tracey, 
president, one time vice-president 
in charge of sales of Zenith Radio 
Corporation. Majestic’s recently- 
appointed director of sales and head 
of its advertising and merchandising 
policies, Parker H. Erickson, was 
associated with Mr. Tracey at 
Zenith and later was in charge of 
merchandising and advertising of 
Bendix Home Laundry, Bendix 
Home Appliances. 


Contest Provides Ideas 


By means of spreads in a list of 
trade publications serving distribu- 
tors and retailers, Majestic has 
launched a contest offering $1,000 in 
prizes in war bonds, telling dealers 
about its controlled § distribution 
plan, and asking their help in 
checking Majestic’s postwar plans. 
The contest, ending Dec. 31, invites 
answers to these three questions: 
What types of radios will be in 
large demand in your locality im- 


trade name Majestic with radio, and 
that 29.6% either own or have 
owned a Majestic. The figures were 
heartening, since set production was 


invariably for profitless sales, the 
company contends. 

“Dealers are not required to sell 
only Majestic,” the company ex- 


halted in June, 1942, and the com-| plains, “but they are scientifically 
pany was forced to lay aside aj/selected and approved to prevent 


hard-hitting sales drive. Majestic, 
a leading name in the field back in 
the 20’s and early 30’s, has gone 


destructive inter-dealer competition 
and to create an orderly marketing 
system with fair profits to distribu- 


through operating losses, receiver-| tors and dealers.” 


ship in 1939, and finally reorganiza- 
tion which saw it hit the upward 
trail again before Pearl Harbor. 


Extending Survey 


The company, through Foote, 
Cone & Belding, is extending the 
consumer survey to 10 additional 
cities, three large, three or four 
medium and the remainder small 
towns, to compare results with the 
preliminary figures. Actual adver- 
tising and sales promotion activi- 
ties probably will not be decided 
upon until next February. 

The company, in its series of con- 
test advertisements, has told pros- 
pective dealers that its controlled 
distribution plan will protect their 
profits. Uncontrolled distribution, 
“nourished by manufacturers’ errors 
in sizing up what, and how much, 
the public wants,” can be blamed 


| 


Distributors faced with over-opti- 
mistic quotas may open question- 
able dealerships, Majestic points out, 
creating “destructive inter-dealer 
competition on trade-in allowances, 
under-cover margin slicing, and 
other all-too-familiar cut - price 
evils.” 

By going to the source of post- 
war sales—retailers, salesmen and 
radio servicemen—Majestic believes 
it knows what the public wants and 
that it will be prepared to supply 
the market adequately and profit- 
ably through its new controlled dis- 
tribution plan. 

The company, builder of the 
Walkie - Talkie, radio telephones 
used by soldiers in front line action, 
has confined its advertising to busi- 
ness papers during the past year 
but will open up on the consumer 
front next spring. 


Admiral Corporation hopes to 
increase its advertising budget by 
25% next year, to create a market 
for a much greater productive ca- 
pacity, according to its president, 
Ross D. Siragusa. The company 
currently is using a magazine series 
and sponsors the CBS network 
show, “World News Today,” with} 
its 1943 advertising budget esti- 
mated at $400,000. Patrick Shan- 
non, account executive with Caples 
Company, has resigned to join Crut- 
tenden & Eger as account executive 
on the Admiral account. 

With its own funds, Mr. Siragusa | 
said, Admiral has stepped up its) 
plant capacity by 93% and its per-| 
sonnel 106% to produce electronic | 
equipment needed by the armed 
forces. “Only by building a much 
greater demand for Admiral prod-| 
ucts after the war will we be able} 
to use this expanded capacity,” he 


Advertising Agé, December 6, 


postwar amateur radio transmi 
and receivers, later this month 
break a consumer campaign in 
Atlantic, Fortune, Harpers M 
zine, House Beautiful, House & 
den, National Geographic Mag: 
and Town & Country. 
Headlined “Their ears have } 
the music of the morrow,” the , 
ing advertisement tells how the 
Meissner electronic radio-p} 
grap in existence, a_ labo: 
model on isan to the high 
at Mt. Carmel, Ill., home of 
manufacturer, is providing a 
“tonal miracle” for music stu: 
After the war, the copy will 
consumers can expect in the M 


To All Our Many Friends in the PRE) 
and SPECIALTY ADVERTISING Trad 


BUSINESS PROMOTION magazine has 


UM 


een 


said. “The only way we can bring | purchased by the publishers of PREMIUM 


postwar sales up to match our in-| 
creased capacity is through aggres- | 
sive advertising, promotion and 
merchandising—today.”’ | 

Meissner Mfg. Company, maker | 
of advanced electronic equipment, | 
in addition to using a list of busi-| 
ness papers for its radio parts and! 


PRACTICE. We thank all of you for 
co-operation and support during the 
decade and urge that you now extenc 


your 
Past 
that 


same friendly spirit to our successor Prem. 


ium Practice. 
Henry S. Bunting and 
Van Asmus Bunting 


mediately following victory; in what 
new features or new merchandising 
policies are you most interested at| 
present; and what kind of adver-| 
tising support do you believe will! 
be most helpful to you? 

Many dealers who have already | 
sent in replies went direct to homes | 
for public reaction. They learned, 
according to Mr. Erickson, that 
there is a heavy demand for radio- 
phonograph combinations, that the 
majority of people will insist upon 
FM except in low-price sets, and 
that the public is being practical | 
about television and not expecting 
a miracle set, 

This manufacturer also learned, 
through a Ross Federal survey con- 
ducted last September in seven 
major cities, that 49.2% of the peo- 


ple queried correctly identify the 


CONSOLIDATED 


PRESS CLIPPING’ 
BUREAUS 


Established 1886 


Rendering all phases of news- 
paper clipping service. 


Dealer advertising check ups 
for national advertisers. 


Personals — Public Relations 


— News Items. Ask us about 
our SURVEY service! 


CONSOLIDATED PRESS CLIPPING 
BUREAUS ( 
431 So. Dearborn St., Chicago, Il. 


KANSAS CITY @ MINNEAPOLIS @ NEW TORK CITY 


A REPORT 


to Advertisers and Advertising Agencies 


from Aviation News 


COMMENTS ON AVIATION NEWS 


“The aviation publications of McGraw-Hill should give complete coverage of 


aviation.” V.P., Aircraft Plant. 


“Of great value as a source of information.” WPB Executive. 


“Enclosing $5. for one year’s subscription.” Maj. General, USAAF. 


“Schedule a fuli page ad . . .” Manufacturer. 


“A hudget of boiled-down information, necessary and important to the avia- 
tion manufacturing program.” Aircraft builder. 


“Certain it will fulfill an important function in reporting aviation news.” Rear 


Admiral, USN. 


“A definite contribution.” V.P., Airline. 


“Indispensable.” U.S. Congressman. 


“An important contribution.” CAB Executive. 


n August 2d, we published Volume 1, 

No. 1 of Aviation News, a new, com- 
pact, weekly magazine of aeronautical news 
interpretation. Designed for key-executive 
reading, it meets the urgent need for timely 
and authoritative news of aviation, with its 
background and meaning. 


In the short period of its existence, Aviation 
News, through alert, analytical reporting of 
significant aeronautical developments and 
constructive editorial discussion of aviation 
interests, has become an important force in 
the industry. 


“A definite contribution...’’ This, from one 
of our most foresighted airline executives, 
is typical of the comments that daily come 
across the Editor’s desk. Excerpts from but 
a small part of such letters are reprinted 
above. They bear the signatures of top- 
ranking airline and manufacturing men, of 
influential officers and authorities of both 
Army and Navy, of key U.S. aviation ad- 
ministrators ... of aviation’s leaders, plan- 
ners and builders for whom the magazine 
is edited. 


Subscribers, men such as these, had paid 
through November (only 4 months after 
the first issue) over $30,000 to keep 
abreast of the accelerating tempo of avia- 
tion developments through Aviation News. 


We believe it is unprecedented for a maga- 
zine of this type to reach a paid circulation 


of 6443 (Nov. 29 Issue) in such a short 
period. 


Aviation News’ 10,000 paid circulation ob- 
jective will be attained in record-breaking 
time. 


This is especially noteworthy because (1) 
the yearly subscription price of Aviation 
News is $5. in a field where practically all 
other publications are $3., and (2) all cir- 
culation effort is restricted to a carefully 
selected list of manufacturing and operat- 
ing executives and military and government 
officials. 


Over $150,000 in advertising orders have 
been placed for the first year’s issues of the 
magazine — much of this before Issue No. 1 
went to press. Glance through the partial 
list of advertisers at the right. Note the 
names of the many experienced buyers of 
aviation advertising. 


We submit this report with the sincere 
promise that Aviation News will continue 
to deliver to the influential executives of 
the aviation industry a complete aeronau- 
tical news service . . . timely, authoritative 
and compact. 


PUBLISHER 


AVIATION NEWS * AVIATION + AIR TRANSPORT 


McGraw-Hill Publishing Co., Inc. 
330 West 42nd Street, New York 18, N.Y. 


ADVERTISERS 


A.utson Diviston-GeneraL Morors Corp. 

AMERICAN Metat Works, Inc. 

AMERICAN Puorocorpy Equipment Co. 

Ampco Meta, Inc. 

Avusurn Sprark Prue Co., Inc. 

Bankers Trust Company 

Beecu Arrcrarr Corp, 

Benpix Aviation Corp, 

Boots Airncrarr Nur Corp. 

Brewster AERONAUTICAL Corp, 

Cessna Aincrarr COMPANY 

CLEVELAND Pneumatic Aerot, Inc, 

CONTINENTAL-DIAMOND Fisre Co. 

Henry Coox Inpustrtes 

Tuomas A, Epison, Inc. 

Errer-McCuttoucn, Ine. 

Etuyt Corporation 

Faincuitp Encine & Arrange Corp. 

Fauttiess Caster Corp, 

Fiims, Inc. 

Firestone Arrcrart Company 

Generar Arrcrarr Corp. 

Genera Aviation Equipment Co., Inc. 

GeNeRAL Exvectric Co. 

Generar Tire & Runser Co, 

Georcia Air Service, Inc. 

Tue Gienn L. Martin Co, 

B. F. Goopricu Co. 

Goopyear Armcrart Corp, 

Granp Rapios Inpustries : 

Guarpite Corp. oe 

Hansen Mec. Co. 

Heintz & Kaurman, Lrp. 

Howarp Arrcrart Corp. 

Hunter & Company 

Invinctsie Toor Co. 

Kevitetr Aircrart Corp. 

Liserty Motors anv Enc. Co. 

McDonnett Aircrarr Corp. 

Mercury Aircrart, Inc, 

Mipwest Aircrart Propucts 

MINNEAPOLIS-HONEYWELL REGULATOR Co. 

Donato P. Mossman, Inc. 

Parks Air Couttece, Inc. 

L. M. Persons Corp. 

Puitiips Perroteum Co. 

Puotoprint Company 

Popucar Science Montuty 

Rancer Aircrarr Encrne Drv. 
Faircuitp Encine & ArrpLane Corp. 

Repustic Aviation Corp, 

Reynotps Mertats Co. 

Rosinson Aviation, Inc. 

Rouwr Aircrart Corporation 

Ryan Aeronautica. Co. 

Simmonps AeRrocessories. Inc. 

Socony-Vacuum Ou. Co.. Ine. 

F. W. Stewart Mre. Corr. 

Switttk Paracnuute Company 

Teteoptic Co. 


Tue Texas Company 


Timber Structures, Inc. 

Timken Router Bearine Co. 

U.S. Avuromatic Corp. 

Unirep States Testine Co., Inc. 

Universat Attas Cement Co. Drv. or 
U.S. Sree. Corp. 

Vickers, Inc. 

Westincuouse Exvecrric & Mrc. Co. 

Wurre-Roncers Evectric Co. 

York Execrric Toor Co. 


| a) 
56 3 
ts Be t 
he Bhe 
ln g 
' al 
| | 
| pe : ‘ 
a ly 7 
a —_ BW 
ee Re = | 
wan 
eee oo |. 
grav 
al 
ee 2 
LL 
| el 
a 
| 
ee 
| i a 
| 
ee 
a 
| a 
| ee 
| semen 
| | ad mm 
: ’ 
| a 
— 
ee 
a 
seem 
: | 
| | Se 
' 
‘ Pe 
ae 
Mi 
ee 
' 
= 
a. 
F | 
Po DW. f ; ; 
| | | 
| 
4 | ’ 
; FY 
ee OO oe “ 
“4 yes ; a je, ry : a co ey x pate ee cies Ran | 4 3 oe ee i o a ae ee es ” i : “@ : at's 
: = 2 2 ¢ ‘ y % 3 3 A = " J 5 ‘ & +4 o; Se - Ps Pye Py Ae f ty ae ee ie Me 2 * 5 ee ibe 
a2 1s : ah a le ne Sa a? a ee ae ky Meee Ne ay eo oie ae? ee see et. gett aE | oe La ee 


advertising Age, December 6, 1943 


t an automatic record changer 
ot plays any record “anywhere in 
+. -tack,” frequency modulation 
5] dvanced electronic features;” 
plete home recorder, and 
” ieas in a host of other ad- 
ents already being engi- 
into Meissner electronic 
vent for our armed forces 
the world.” 
R. Fuller is the Gardner 
sing Company executive in 
of the account. 


W onted—Production Man 


Successful Chicago business publisher 
wants experienced man or woman, 


familicr with paper, printing and en- 


gravings. Good opening for qualified 
pers 
Box 4455, ADVERTISING AGE, 100 E. 


Ohio Street, Chicago 11. 


Alton New Ad Manager 
of Wilson Brothers 


Carol Alton, 
with Wilson 
Brothers, Chi- 
cago manufac- 
turer and dis- 
tributor of men’s 
furnishings since 
1916, has been 
named advertis- 
ing manager of 
the company, 
which will soon 
celebrate its 80th 
anniversary. Mr. 
Alton is the 
grandson of one 
of three brothers 
who founded the company at the 
close of the Civil War. 


Durham Heads Rollins 


Kenneth A. Durham, formerly 
vice-president and sales manager 
of Davenport Hosiery Mills, Chatta- 
nooga, Tenn., has been named 
president of Rollins Hosiery Mills, 
Des Moines, Ia., succeeding the late 
Laurence Mayer. He will assume 
his new duties Jan. 1, 


Carol Alton 


‘Moduflow,’ Postwar 
Product, Described 
fo Consumers Now 


Minneapolis-Honeywell 
to Build New Heating, 
Air Conditioning Units 


Minneapolis, Dec. 3.—Moduflow, 
hailed as a postwar heating and air 
conditioning system that will cost 
“no more and maybe less than a 
good washing machine,” has been 
readied by the Minneapolis-Honey- 
well Regulator Company for presen- 
tation to home and apartment dwell- 
ers immediately after the war. 


of the first to offer a concrete prod- 
uct to the _ prospective 
buyer. 


can divert essential materials from 
war to peacetime production. 
Moduflow, as defined in a new 
consumer booklet which handles a 
technical subject in layman’s lan- 
guage, means “modulated heat with 
continuous flow of the heat medium 
—air, water, steam.” This unique 


method for uniform heat distribu- 
tion, which the company says may 
well revolutionize all postwar home| 
heating, is “not in the dream stage, | 
not in the research laboratories, not 
on the drawing boards, but will be 
ready when you modernize or build 
your new home. It is proved, tried 
and tested.” 


Two Systems Explained 


| 
Two variations of Moduflow are 
|described in the booklet. One, 
termed the Moduflow control sys- 
| tem, eliminates the “off and on” in- 


| sleeping 


\termittent type of heat distribution | 
| (with the heating plant supplying | 
either too much or too little heat), | 
|by producing “the right tempera- | 


|time.” The other, described as the} 


to Advertisers and Advertising Agencies 


“The publication of Air Transport recognizes the need for a medium 
of information regarding one of the most important and rapidly 


A REPORT 


expanding phases of air activity.” 


HIS comment from a high U.S. Navy 
Official is typical of the industry’s re- 
sponse to Air Transport, the first issue of 
published 


which was 


Air Transport’s presentation and analysis 
of the swift and significant transport de- 
velopments of the war, and its forthright 
editorial discussion of the important ques- 
tions affecting the industry’s future have 


already established the 


vital force in the progress of air transporta- 
tion. Note below a few of the comments we 


jective. 
in September. 


publication as a 


find the names of 


are receiving daily from airline and air- 


craft executives, military and government 
authorities — the key men of the industry 
for whom the publication is edited. 


Well over $25,000 in paid subscriptions 


touching interests 


were sent in by such men as these — within 


2 months after the first issue. 


For this type of publication to reach a paid 
circulation of over 6000 (Nov. Issue 6221) 
so quickly is doubly significant. First — 
because the yearly subscription price of 
Air Transport is $5. (Charter Rate $4.) in 
a field where $3. is usually top. Second — 
because circulation effort is very carefully 
restricted to air transport key executives 
and personnel, top management manufac- 
turing men, military and government offi- 
cials closely concerned with aviation. 


COMMENTS ON AIR TRANSPORT 


“Excellent.” Airline President. 


“Sound conception and excellent presentation.” Dept. of Commerce Exec. 


“Find both pleasure and profit in study of it.’ Gen. Mar., important Aircraft 


Supplier. 


“A major contribution to post-war U.S. aviation development.” U.S. Se: tor. 
“Will do the job that has long been needed.” Exec, Sec. important aero. body. 


“A fine contribution to the future of air transportation.” Gen. Traffic Mar., 


Airline. 


“Recognizes need for information in one of the most important and rapidly 


expanding air activities.” Captain, USN. 


“Enclosed check for my subscription.” Chief Navigator, Airline. 


AIR TRANSPORT + AVIATION +» AVIATION NEWS 


330 West 42nd Street, New York 18, N.Y. 


McGraw-Hill Publishing Co., Inc. 


Within a matter of months Air Transport 
will reach its 10,000 paid circulation ob- 


Advertisers have demonstrated their recog- 
nition of the importance of Air Transport 
by placing $100,000 in advertising contracts 
through December 1. Much of this was 
placed even before the first issue of Air 
Transport went to press. In the partial list 
of advertisers shown at the right, you will 


ers of aviation advertising. 


Air Transport is strictly a transportation 
magazine, devoted wholly and exclusively 
to the needs of the air carrier and those 


vancement of air transportation. 


With Aviation, the oldest American aero- 
nautical magazine, and Aviation News, the 
magazine of aeronautical news interpreta- 
tion, Air Transport rounds out a complete 
information service to meet the industry’s 
increasing needs of the war and post-war. 
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57 
ous parts of the house in such a way 
that each part is warmed in accord- 
ance with its individual needs. 

Sectional heating, it is pointed 
out, is standard practice in all mod- 
ern public buildings and by means 
of Moduflow can now be applied to 
homes. The average home has three 
natural divisions—service, living and 
sections. Moduflow sec- 
tional control, the company claims, 
provides virtually a separate heat- 
ing system for each, with the result 
that “you need no longer to roast in 
the living room in order to keep the 
nursery warm.” Furthermore, the 
company says, with the heat you 
save in one section utilized in an- 
other, you effect fuel economy. 

Moduflow can be applied to the 
present hot water system, it is ex- 
plained, by substituting a Moduflow 
thermostat for the conventional one 
and adding a Moduflow three-way 
mixing valve; to the warm air heat- 
ing system by replacing the conven- 
tional thermostat with a Moduflow 


The 58-year-old company is one| ture at the right place at the right| modulating thermostat, adding a 


Moduflow damper motor and mix- 


postwar | Moduflow sectional control system, | ing damper and eliminating the Fur- 
It will be on the market,| performs the same functions and in| macestat; and in the existing steam 
| the company promises, as soon as it| addition distributes heat to the vari-| System by substituting a Moduflow 


thermostat for the conventional one 
and a modulating steam valve for 
the present valve. For sectional 
heating a Moduflow unit is added 
for each section. 

Moduflow can also be_ easily 
adapted to existing air conditioning 
systems, the booklet explains. 

It points out the shortcomings of 
present heating systems and con- 
trasts the emphasis that has been 
placed on “fancy kitchens, glamor 
bathrooms, artificial fireplaces, rec- 
reation rooms and a host of other 
things, with little or no mention 
made of our heating system.” 

The company is using a CBS 
coast-to-coast program Sunday at 
10:05 to 10:30 a.m. CWT, to promote 
its new product, as well as adver- 
tisements in American Home, Bet- 
ter Homes & Gardens, Collier’s, 
House Beautiful, House & Garden 
and The Saturday Evening Post. It 
is also preparing an engineering 
treatise and data for professional 
and trade groups and a presentation 
for trade outlets. 


Foundation to Study 
Transport Advertising 


William G. Palmer, chairman of 
the board of the Advertising Re- 
search Foundation, announced last 
week that the Foundation, in co- 
operation with the National Asso- 
ciation of Transportation Advertis- 
ing, would undertake a broad, fac- 
tual study of that medium. 

A separate administrative com- 
mittee has been named to direct the 
project, including: Chairman, Otis 
A. Kenyon, Kenyon & Eckhardt; 
A. D. Chiquoine, Batten, Barton, 
Durstine & Osborn; R. E. Healy, 
Colgate - Palmolive - Peet Company; 
C. H. Murphey, Chicago Car Adver- 
tising, Inc.; F. LeMoyne Page, 
Transportation Displays, Inc.; and 
Allan Preyer, Vick Chemical Com- 


pany. 


Gourlay to Vickers 


R. E. Gourlay, formerly with Ca- 


| nadian Street Car Advertising Com- 


pany in Toronto and Montreal, and 
MacLean Publishing Company, has 
joined the Montreal office of Vick- 
ers & Benson Ltd. as account ex- 


ecutive. 


Whose trade mark is this? 


If you'll write Collins, Miller 
& Hutchings, Inc., Photo- 
engravers, 207 N. Michigan 
Ave., or phone FRAnklin 

5854, we will tell you. « 
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Margarine, Direct 
Mail Groups Seek 
Relief in Senate 


(Continued from Page 1) 


mislead the public into believing 
that it was getting butter. The mar- 
garine measure was also opposed 
by Senators LaFollette and Gillette, 
spokesmen for the dairy interests. 
Senator Gillette asserted that mar- 
garine manufacturers wanted the 


tax repealed so that they could cut 
into postwar butter markets. 

In their appeal to the Senate to 
refuse to adopt the increased postal 
rate voted by the House, the Na- 
tional Council on Business Mail 
declared that the new rates would 
not yield additional revenue. Citing 
previous efforts to increase postage 
rates, the Council pointed out that 
revenue had dropped from $20,000,- 
000 to $10,000,000 in 1917 when the 
penny postcard rate was jumped 
from one to two cents. 


“Postal Committee Ignored” 


“No authorities on postal rates or 
practices have been consulted on 
the proposed rate increases,” the 
Council said. “The House commit- 
tee on post offices and post roads 


ARE YOU THIS 
ADVERTISING EXECUTIVE? 


A financially sound 
looking for an intelligent, energetic business 
getter—a man with a bread knowledge of ad 
vertising and merchandising. Attractive draw- 
img account and commission arrangement with 
&@ promising future to the right man. Our men 
know of this advertisement. Address Box 4456. 
Advertising Age, 100 E. Ohio Street, Chicago. 


Advertising Agency is 


some members of which have de- 
voted years of study to postal prob- 
lems, has been completely ignored. 
The postal rate structure is a deli- 
cate one, requiring thoughtful and 
expert revision. No service is more 
vital to the varied activities of our 
citizens.” 

Pointing out that Congress had 
ordered a study of postal rates and 


would have a report by Jan. 1, the 
Councii questioned “premature and 
ill-advised action on mail rates.” 
Proposals for increasing postal rates 
should be deleted from the general 
tax bill and referred for considera- 
tion to the Senate and House post 
offices and post roads committees, 
it said. 

Margarine manufacturers saw in 
the Maybank amendment their only 
immediate hope for a legislative 
remedy. Earlier they had been 
stymied in the House, where a bloc 
of Republicans and dairy interest 
Democrats has bottled the Fulmer 
bill in the agriculture committee 
for the duration of this Congress. 
Recently they were confronted with 
an additional problem when it was 


,| revealed that a resolution adopted 


in 1886 would automatically direct 
any other margarine legislation into 
the hostile agriculture committee. 


Hope to By-Pass Committee 


By tacking the margarine tax 
repealer onto the general tax bill, 
however, margarine interests would 
skirt the House agriculture group 
because the tax bill has already 


Joday 


As always, Pantagraph LAND’S 
try that furnish the Nation’s meat. 
that goes far beyond the feed lot. 


innumerable industrial uses. 
selves. 


FARM PRODUCTS 
FEED INDUSTRY, TOO! 


THAT’S WHY CASH FARM INCOME 
IS GOING UP---UP---UP---IN 


Pantagraph LAND! 


abundant grain crops are helping fatten the cattle, hogs and poul- 
But today, there’s a vast new conception of agriculture 
Because farm grains today are also actually raw materials for 
Already corn and soybean processing are industrial giants in them- 
But this is only the beginning. War’s end will see new corn and soybean products and indus- 
trial applications that assure an almost fabulous future for farm areas. 


one 


That’s why already rich 


Pantagraph LAND with its 8,850 farms averaging 190.8 acres each is a market well worth cultivating 


now for today and tomorrow. 


Trading Area. 


coverage 


/ 
A RICH RESPONSIVE MARKET uit hy 
arts 


CULTURAL AND 


of McLean County, 


And there’s only one sure route for your message—through the pages 
of the Bloomington Pantagraph with its 84% 


71% coverage of the 


The Daily entesall 


BLOOMINGTON, ILLINOIS 


Established 1846 
GILMAN, NICOLL & RUTHMAN—National Advertising Representatives 


New York 


Boston 


Philadelphia 


Chicago 


San Francisco 


oe 


passed the House, and will return 
only as a conference report, which 
weuld go directly to the floor with- 
out further committee action. 

Arguing against increased postage 
rates, the direct mail representa- 
tives say that it will not tap as 
much new money as_ proponents 
believe. 

Much direct mail advertising, 
they point out, is used by large cor- 
porations and “money paid by the 
larger companies in drastically in- 
creased rates will come almost 
wholly out of excess profits taxes— 
out of one government pocket into 
another.” 

They consider the “100% tax” 
levied on printed matter as a tax 
on an essential service, upon which 
American business depends to con- 
vey information and prices to pros- 
pective customers. “This means of 
communication is of special impor- 
tance at a time when salesmen’s 
travel is practically prohibited by 
limited railroad facilities and ra- 
tioning of gasoline,” they say. In 
addition to opposing higher third 
class rates, they also say that the 
increase in money order fees will 
result in more remittances by check 
and that the increase in insured 
mail and parcel post will steer ship- 
ments to express companies, 

“To bracket essential mail service 
with such items as liquor, cosmetics, 
tobacco, and so forth is obviously 
unsound,” they hold. 


McCann-Erickson 
Named by Lanteen 


Lanteen Medical Laboratories, 
Chicago, has appointed McCann- 
Erickson as its agency, with Walter 
C. Krause account executive. 

Advertising of Vi-Teens super po- 
tency, high potency and B-complex 
vitamins, distributed through drug 
wholesalers and jobbers, will in- 


|clude spot radio on 100 stations in 


the East North Central states, sup- 


|plemented by copy in newspapers 
}and magazines. 


Gets Zenith Account 


Zenith Radio Corporation, Chi- 
cago, has appointed MacFarland, 
Aveyard & Co. to handle advertis- 
ing of its hearing aid. Critchfield 
& Co., Chicago, remains in charge 
of other Zenith advertising. 
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Metro Group Play 
Host to 350 Adme 


New York, Nov. 30.—The \ (etry 
politan Group of Sunday newsp, 
pers today was host at a lunches 
to more than 350 advertising « zene 
and national advertising exe: \jtiye 
at the Starlight Roof of the Hot, 
Waldorf-Astoria. 

Guest of honor and only speake 
was Milton Caniff, creator of “Ter, 
and the Pirates,” Chicago T) byng. 
New York News Syndicate comj 
strip, who told in humorous ye; 
of the trials and tribulations 9 
a comic strip artist’s job. Mr. Canig 
on a large easel, drew for his augj 
ence portraits of his “Dragon Lady» 
“Terry,” “Flip Corkin,” and “Lace’ 
the latter the chief character ip 
weekly strip which goes to mor 
than 1,000 publications of the arme 
forces, at the request of the servic 
men. 

W. E. Hosac, president of Metro 
politan Group, said after thm 
luncheon that space requisition 
indicate that 1944, despite pape 
rationing, will be a banner adver 
tising year for the 41 newspape 
comic sections represented by thal. 
organization. Space for comics and 
also for Metropolitan gravure pic 
ture sections is being allotted on th 
basis of proper allowances for cop 
tinuity and postwar  advertisin 
policies of advertisers. 


Briggs Leaves Kellogg 
for K&E Post 


J. Ackerman 
Briggs, since 
1939 advertising @ 
manager of the @ 
Kellogg Com- 
pany, has re- 
signed __ effective 
Jan. 1 to open a 
new office for 
Kenyon & Eck- 
hardt in Holly- 
wood early next 
year. Before 
joining the Kel- 
logg Company 
in 1937, Mr. 
Briggs was ad- 
vertising man- 
ager of the Downtown Shopping 
| News, Los Angeles. e 


RICHEST 
SALES PRODUCING 
MARKETS 

in the Middle West 


Me 


103,526 


(1940 U. S. Census) 
POTENTIAL 
BUYERS 
live in this 
Home of 


John Deere 


International 
Harvester 


Minneapolis- 
Moline 


J. 1. Case 


and 
Many others 


MOLINE. 
DISPATCH 


When PLOWS replace TANKS 


War's end will find our farm machinery and 
other manufacturers aggressively produc- 
ing for world-wide markets. There will be 
jobs aplenty for our skilled workers — for 
over 90°/, of our production facilities «x 
isted BEFORE the war and are now getting 
set for post-war ACTION. Foresight stam s 
Rock Island-Moline as a preferred mari:t 
for TODAY'S cultivation of TOMO-- 
ROW'S needed SALES. 


National Representatives — The Allen-Klapp Co. 


all over the 


WORLD 


You'll 


One Space Order 
“ARGUS-DISPATCH" 
Blankets this Marke‘ 


ROCK ISLAN 
ARGUS 
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ord Account fo 
hompson; Expect 
hrysler Switches 


Continued from Page 1) 


ast.tutional business, principally a 
mtocravure campaign. As a result 
f t-e Ford move, a realignment of 
he various Chrysler accounts is 
xpected, especially since Chrysler’s 
gency setup has been largely “ten- 
ative’ since the outbreak of war 
ind the dissolution of J. Stirling 
etchell, which had a considerable 
ortion of the business. 

Although Chrysler had no com- 
nent to make on its agency affilia- 
ions this week, informed observers 
onsidered it likely that at least a 
nortion of the institutional advertis- 
ng handled by JWT would revert 


1%, Ruthrauff & Ryan, which has 


heen handling Dodge advertising for 

any years, and which has been 
sed recently by Chrysler for most 
f the time-to-time advertising jobs 
vhich have cropped up. R&R will 
ot get DeSoto, however, which is 
ikely to go shortly to a prominent 
lew York agency, one of five which 
as recently been seriously solicit- 
ng the Chrysler account. 

In addition to R&R, Grace & 
Bement, Detroit, handles some 
hrysler institutional now, as well 
bs advertising of the company’s Air- 
emp Division; N. W. Ayer has Ply- 
nouth, and McCann-Erickson has 
he Chrysler Division. 


Paul Kelly Joins 
Byer & Bowman Agen 


Paul Ahern 
elly, for more 
han six years 


hdvertising man- 
bger of Capital 
inance Corpo- 
ation, Columbus, @ 

has joined 
Byer & Bow- 
nan, Columbus 
ngency, as ac- 
ount executive. 
Prior to join- 
ng Capital Fi- 
mance, Mr. Kelly 


tad spent three 


' Paul A. Kelly 
fears in agency 
york, and was at one time adver- 
ising promotion manager of the 
olumbus Citizen, and a member of 
he advertising promotion staff of 
he Cleveland Press. He is a vice- 


president of the AFA and a member 


bf its war advertising committee, a 
ast president of the Columbus 
\dvertising Club, and a member of 
mmittees in charge of several 
ranklin County war activities. 


Herald’ Reduces 


Display Ad Space 

Effective Dec. 4, the Herald, Mi- 
mi, Fla., put into effect a tempor- 
ry elimination of virtually all dis- 
lay advertising, due to a newsprint 
hortage. The paper is substituting 
r the display copy a condensed 
ummary of the advertising infor- 
ation ordinarily carried. 

Daily editions carrying 20 to 30 
ages will be cut to 12 pages, and 
bunday editions will be trimmed 
rom 60 pages to 30 or 40. Classified 
dvertising will be reduced by ap- 


Y 


roximately one half. 


blue Adds 3 Outlets 
Stations WDBC, Escanaba; WDMJ, 
larquette, and WKBZ, Muskegon, 
Michigan, have become affili- 
ith the Blue Network, bring- 
e total number of Blue outlets 
174 With the addition of the 
tations, the Michigan net- 
iow has ten member stations. 


MES MANAGERS, 


3 


I can help 

‘ get the 
‘sage you 
t ‘3 get / 
"O8s-AUROSS 
type drawings depict- 
your thoughts tell a 


Sage terrifically. I'll 
ad you samples,if you're 


ous. id 


ter KOCH 
°e Barns, Stormville N.Y 


Predicts Ban on 
Station Ownership 
by Newspapers 


Washington, D. C., Dec. 
The FCC will follow its ban on 
dual ownership of local broadcast 
facilities with a decision to prohibit 
newspaper ownership of radio sta- 
tions, Commissioner T. A. M. Craven 
predicted to the Senate interstate 
commerce committee this week. 

Revealing that the long dormant 
newspaper ownership file had been 
before the commission for discus- 
sion lately, Commissioner Craven 
said that “if I judge the minds of 
the members of the commission cor- 
rectly” the commission “will recom- 
mend to Congress that newspapers 
be prohibited from conducting radio 
stations.” 

The procedure of bringing a rec- 
ommendation to Congress, indicated 
by Commissioner Craven’s testi- 
mony, would be new for the FCC, 
which adopted the dual ownership 
rule last week by suddenly acting 
on a proposal that had been un- 
touched for two and a half years. 

The statement on the forthcoming 
newspaper ownership decision was 
made by Commissioner Craven dur- 
ing two days of testimony in which 


2.—| 


he urged adoption of a bill defining 
the powers of the FCC, and guaran- 
teeing radio the same freedoms en- 
joyed by the press. Commissioner 
Craven appeared daily before the 
select committee of the House this 
week asserting that the FCC had in- 
fluenced dismissal of an ‘Admiral 
of the Navy.” 

Commissioner Craven was the 
first of a series of engineers who ap- 
peared before the Senate group, 
broadening the four-week old hear- 
ings toward consideration of post- 
war radio problems, and compli- 
cated technical regulatory responsi- 
bilities of the commission. 

On the basis of material now be- 
ing accumulated by the committee 
it appears that the White-Wheeler 
bill will be virtually scrapped, and 
entirely new legislation drawn up 
for consideration of the Senate. This 
legislation, according to Senator 
Wheeler, “ought to lay down some 
general rule so that the industry 
will know what rules they have to 
comply with.” 

From the trend of the questioning, 
it is becoming increasingly apparent 


that neither Senator Wheeler nor | 


Senator White want to narrow the 
authority now exercised by the 
government over radio. However, 
the form in which this control will 
be exercised is still vague in the 
minds of the senators. 


At the Monday session, Earl J. 
|Glade, mayor of Salt Lake City, 
land former manager of KSL, Salt 
| Lake, said the NAB code has tended 
to improve radio programming and 
|to exclude objectionable advertising 
accounts from the air. 

| Adopted as a measure of self dis- 
cipline, he said, the code is helping 
| licensees keep their program sched- 
‘ule under reasonable control. Ad- 
|mitting that many stations still do 
|not adhere to the code, he suggested 
|that regional radio councils should 
| put pressure on stations to keep 
| them in line. 
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Erpi Films to Britannica 


Encyclopaedia Britannica, Ine., 
has acquired Erpi Classroom Films 
from Western Electric Company. 
Policy and personnel of Erpi Films 
will continue unchanged. 


Senator Wheeler hit back at in- 
dustry measures to regulate pro-| 
|grams, pointing out that Ex-Lax, 
|Serutan and others use network} 
\time although the code says that} 
\“cures and products claiming to be} 
| cures” shall be barred from the air, 

“If you can’t make your networks 
| live up to the code what do you ex- 
|pect the little station out in the 
| country to do?” he asked. 

. 
Taggart Appointed 

Earl Taggart, for the past three 

years business manager and adver- 


tising director of Aircraft Times 
and Shipyard Times, has been ap- 


A Technique for 
Producing Ideas 


Where do the money-making 
ideas come from—those ideas 
that make successful novels, 
radio programs, moving ple- 
tures, advertising campaigns, 
and businesses? James Webb 
Young, one of the highest 
paid idea men in the adver- 
tising business, set out te 
answer this question for hie 
students at the University of 
Chicago. The result is a 
little book that you can read 
in an hour but will remem- 
ber the rest of your life. ta 
the simplest and clearest of language Mr. Young 
has succeeded in describing the way the mind werks 
in all creative people. He gives you the FOR- 
MULA which they consciously or unconstiously fel- 
low in producing ideas. He shows you how to tralia 
your mind so that idea production is, as he says, 
‘as definite as the process by which motor cars are 
produced.’’ Enthusiastically endorsed by editera, 
college professors, poets, advertising men, salesmen, 
and business executives who have read it. Send fer 
your copy of A TECHNIQUE FOR PRODUCING 


pointed to McGraw-Hill Publishing | !PEAS now. Only $1 postpaid. Money back if yeu 


Company’s Los Angeles advertising 
staff. 


don't say it is worth $10 te you. Advertising Pub- 
lications, Inc., 100 E. Ohio St., Chieago, tL. 


“HELP WANTED” 


cards prove 


TRANSIT (car card) 


advertising does 


deliver immediate 
and direct results! 
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For Transit (car card) rates and information, call the Representative nearest you 
PACIFIC COAST REPRESENTATIVES 


MAYNARD BOYCE, INC. 
Los Angeles 


© 1943 


TRACTION ADVERTISING CO. 


Salt Lake City 


PACIFIC N.W. TRANSIT ADY. 
Portland 


HARWOOD HOYT FAWCETT 
San Diego 


EASTERN REPRESENTATIVES 
Chicago — New York 


yw TRANSIT ADVERTISING 


NATIONAL TRANSITADS, INC. 


BUY “THE WHOLE PACIFIC COAST”"—AS A PACKAGE 


1 CONTRACT—1INVOICE—1 CHECK 


For Rate Information, See Standard Rate and Data Service 


FIELDER, SORENSEN G DAVIS 


San Francisco 


Members N.A.T.A, 
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60 
Appointed Copy Director 


James S. Norris has been appoint- 
ed copy director of the Joseph Katz 
Company, New York. 


NEW IDEAS FOR SALE 


.We can clip all, or typical, business 
paper advertisements and editorial 
articles that will show themes for ad- 
vertising and publicity on products 
that are rationed or where high priori- 
ties limit their sale. Complete cover- 
age for industrial products, food prod- 
ucts, home furnishings, etc. 


Write for Booklet No. 20, “How 
Business Uses Clippings.” 


BACON’S CLIPPING BUREAU 


BUSINESS FARM GENER 
221 N. LASALLE ST., CHICAGO 1, ILL. 


Insurance Men 
Told of Worth 
of Advertising 


New York, Dec. 1.—The wartime 
advertising of business constitutes 
the most important message that 
American enterprise has ever ad- 
dressed to the people, Frank E. 
Tripp, general manager, Gannett 
Newspapers, and chairman of the 
Bureau of Advertising, American 
Newspaper Publishers Association, 
told the annual meeting of the 
Institute of Life Insurance at the 
Waldorf-Astoria today. 

Dwelling on the cooperative ad- 
vertising campaign underwritten by 
the insurance companies to battle 
the ogre of inflation, Mr. Tripp told 
the insurance executives that their 


current advertising program is one 
of the most timely and important 
now aiding the struggle to maintain 
economic stabilization. 

“You are off to a fine start,” he 
said, “but you have barely scratched 
the surface of what you can do to 
earn the everlasting gratitude of a 
jittery people. You are in a posi- 
tion to do more for a great many 
big industries than they can do for 


themselves. That job will not end 
with the war.” 
Holgar J. Johnson, president, 


Institute of Life Insurance, declared 
that the life insurance business has 
made an important step in taking a 
position of leadership on the ques- 
tion of inflation, a move which 
should serve as a beginning of such 
action on other important economic 
questions that affect the welfare of 
the policyholders and the public. 
Life insurance has made great 


strides in the past five years in 
bringing to the public adequate 
information about life insurance 
and in establishing itself in the 
public mind as a good citizen, Mr. 
Johnson said, outlining four spe- 
cific activities for individual com- 
panies to undertake to let the public 
know what the insurance compa- 
nies do in the public interest. 

Col. Willard Chevalier, publisher 
of Business Week, told the insur- 
ance executives that public relations 
is not fundamentally a function of 
operations but a principle of oper- 
ations, and must have a long-term 
implication. 

John A. Stevenson, president, 
Penn Mutual Life Insurance Com- 
pany, was elected chairman of the 
Institute, succeeding Gerard S. Nol- 
len, president, Bankers’ Life Insur- 
ance Company. Holgar J. Johnson 
was reelected president. 


Oklahoma City is far ahead of the data hounds! 


Advertising Age, December 6 19, 


Clay Herbst of 
‘American Wee -] 
Dies Suddenly 


8. 


ow 


Detroit, Dec. 1—Clay E. | ‘erp, 
widely known magazine repr: sen; 
tive and Detroit manager T 


American Weekly 
since 1937, died 
suddenly in the 
Henry Ford Hos- 
pital here Sun- 
day night, one 
day after he had 
been stricken 
with pneumonia. 
Mr. Herbst, a na- 
tive of Kansas 
City, began his 
business career 
with Sears, Roe- 
buck & Co. and 
later represented 
Liberty. He Clay E. Herbst 
joined The American Weekly , 
Detroit representative in 1932. 

Mr. Herbst was a resident of Bj; 
mingham, Mich., and was a membe 
of the Detroit Athletic Club and ¢) 
Recess Club. Funeral services we 
held today in Birmingham. 


GUY L. HARRINGTON 

Mt. Vernon, N. Y., Nov. 29.—G 
L. Harrington, 67, director of publi 
relations and personnel of the Ca 
ada Dry Ginger Ale, Inc., died he 
today in Mt. Vernon Hospital. 

Mr. Harrington began his careg 
in the magazine field and wa 
business manager of “Ridgeway 
Weekly” and later of Radio Scie: 
Magazine before becoming treas 
urer and later vice-president . 
Macfadden Publications. 


HORACE WHITE 

Syracuse, N. Y., Nov. 30.—Horaq 
White, former governor of Ne 
York and president of the Po 
Standard Company, publisher of t! 
Syracuse Post-Standard, died of 
heart attack Sunday in New Yor 
He was 78 years old. 


F. H. KEEFE 

Newburgh, N. Y., Nov. 30.—Fred 
erick H. Keefe, 62, publisher an 
general manager of the Newburg 
News and Beacon News, died lag 
week of a heart attack in his hoté 
room in New York, where he ha 
gone on a business trip. Mr. Keef 
had been with the News since t! 
death of his father, William 
Keefe, founder of the paper, in 190 


Hayden and Singer 


Form Own Company 

Harry Hayden, formerly genera 
manager of The Guide Magazine 
and Harry Singer, formerly wit 
The American Weekly and the Net 
York Daily Mirror, have formed 
new organization, Hayden & Singe 
521 Fifth Ave., New York, to act 4 
sales, advertising and promotion 
counsellor to manufacturers, reta! 
ers and publishers. 

Fred Peters, formerly with | 
Guide publications, and Max Kasné 
have been named account exec 
tives. The company has been 
pointed to handle the sales and a 
vertising of Walter E. Barentzen § 
Associates, New York. 


RY as they will, the data hounds and 
statisticians have been unable to catch 


up with the growth of Oklahoma City. 


Because even the latest data books re- 
quire considerable preparation, they are 
at best months tardy when published, and 
can indicate only the direction in which 
Oklahoma City is going, point to foot- 
prints it left behind. 


Metropolitan Oklahoma City had a 
population of 221,229 in 1940. The fol- 
lowing year came the first of the city’s 
mammoth military and war production 
installations . . . an army air base, fol- 
lowed by an air depot, now the largest in 
the allied world. 

Still later came the Douglas Aircraft 
Plant, now the world’s largest cargo plane 
plant, and four huge naval air training 
establishments. 


By March 1, 


Douglas Plant had just been completed, 


1943. at which time the 


the metropolitan area population of Okla- 
homa City was estimated by the Census 
Bureau to be 263,340. 

Oklahoma City is bigger today by far 
1943. 


than it was last month, or last week. 


than it was on March 1, Bigger 


Some day, perhaps, the data hounds will 


catch up with it, but until they do, add a 
sizeable PLUS to whatever figures you 
are using. 

Oklahoma City has elbowed its way 
into big-market company and henceforth 
warrants consideration in any major sell- 


ing plan. 


THE OKLAHOMA PUBLISHING COMPANY 


The Farmer-Stockman 


KLZ, Denver (Affiliated Management) 


* WKY, Oklahoma City 


* KVOR, Colorado Springs 


Represented by The Katz Agency, Inc. 


Miss Trowell to Spitzer 
Doris Trowell, former sereta 

of the Canadian Daily New. pape! 

Association, Toronto, has joined t! 


billing department of S| 
Mills Ltd., Toronto agency. 


WANTED: Industrial « 
and publicity writer for 
partment of a leading mid) 
manufacturer of industrial 
naces, burner equipment 
humidity control systems. 
gineering background 
ability to interpret engin 
ing data is essential, 
ability to write effective t 
paper and direct mail ad 
tising and publicity. Dep 
ment is recognized for 
progressive merchandising 
tivities in both industrial 
consumer markets, Good 
portunity for an individ 
who can handle a big | 
Give complete details in re} 
Address Box 4458 in care 
Advertising Age, 100 E. O) 
Street, Chicago. 
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Hawaiian Pineapple Co. Ltd., San Fran- ‘ scsi: inndiusen aieehiee aay Meee 
~Horaa cisco, whose pineapple products were Cie, 
of Ne early war casualties, again has goods to _ 
ne Po sell, and is running this recipe copy in 
r of ti McCall's and The Saturday Evening Post. Public interest in a new radio-phonograph combination available after the war 
ed of Your ration stamps give you your full will be heightened by a campaign to break later this month in national magazines. 
w Yor share after the armed forces have been Gardner Advertising Co., St. Louis, has been named to handle the acccunt. 
taken care of, copy says. (Story on Page 56.) 
—Fred ‘PRESENT WITH A FUTURE’ APPEAL FOR CHRISTMAS GIVING 
her an One thing guests like to find i their! ons is Pair Soap for 
»w burg ‘ tt — ’ ' U ‘ nd tf ' t 
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in 190 tent eplneres dyad pe a pene en edbags FAMOUS PALMOLIVE is evatiable with your 
. : a eee dee tesa Lnprim on the erepper in four economical quer! 
ba to: Colgate Palmolive-Peet Co., Industrial Dept., Jersey City, NJ sizes: Zon, bon, Veet. ond Yeon. coker. 
/ Palmolive suds against a beauteous background feature this contented guest illus- 
generd tration for Colgate-Palmolive-Peet's full-page copy used in business papers in 
1gazine the hotel field. Four convenient guest sizes with “your imprint on the wrapper” 
ly wit are offered in the copy. 


The Present witha FUTU R E. 


ee oe ss 


AMOCO POSTS CHRISTMAS MESSAGE 


"The present with a future” is the slogan used in this war-bonds-for-Christmas appeal backing up the Treasury Depart- 
ment’s bond campaign, one of the car cards which the Transportation Advertising War Campaign pool is carrying during 
the month of December. 


CELEBRATE OUTDOOR BUREAU'S 25TH ANNIVERSARY 


-—— “Be strong and of good courage” is the Christmas message of this good-will 
= holiday poster being used by American Oil Co. 
a. LOOKS FORWARD TO PEACEFUL YULETIDE 
ly 
1} 

[ 
Dn 
tr 
d 
" 
r 
é On hand to celebrate the National Outdoor Advertising Bureau's 25th anniversary at a luncheon at the Waldorf-Astoria, 
© il N. Y., were the following members: Left to right: Edgar P. Small, vice-president, Ted Bates, Inc.; Thos. D'Arcy Brophy, 
| ws president, Kenyon & Eckhardt; H. S. Gardner, chairman, Gardner Advertising Co.; Lynn B. Dudley, vice-president, Campbell- 


4 ‘or Ewald Co., eastern division; Mason Warner, president, Mason Warner Co., Chicago; George Link, NOAB attorney; Fred 
“ AQ’ an H. Walsh, treasurer, Newell-Emmett Co.; Eugene M. Zuber, vice-president, NOAB, New York; Clarence Newell, president, 
) s6 ENOUG be Newell-Emmett Co.; Stanley Resor, president, J. Walter Thompson Co.; Wm. H. Johns, chairman of board, BBDO; Kerwin 

HRISTM 4 Pine Which Dove 147 H. Fulton, president, Outdoor Advertising Incorporated; Henry T. Ewald, president, Campbell-Ewald, Detroit; Henry M. 


e] . 
. ee ee: eS le Pu os Stevens, vice-president, J. Walter Thompson Co.; Pierson A. Skelton Sr., vice-president and general manager, NOAB; H. K. 


- McCann, president, McCann-Erickson; Raymond Rubicam, chairman, Young & Rubicam; Robert Tinsman, president, Federal 
0! eagram Distillers Corp. will herald Christmas with full- color, full and double Advertising Agency; John Benson, president, Four A's; Harrison Atwood, vice-president, McCann-Erickson; D. M. Botsford, 
ege advertisements in eight national magazines, headlined “Someday Yuletide president, Botsford-Constantine & Gardner, Portland, Ore.; Gilbert Kinney Sr., vice-president and treasurer, J. Walter Thomp- 


ells Will Ring Merrily Again.” Warwick & Legler, New York, handles the son Co.; A. D. Chiquoine Jr., vice-president, BBDO; J. J. Hartigan, vice-president, Campbell-Ewald Co., Detroit; and J. D. 
account. Chappell, NOAB vice-president, San Francisco. 
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the Sun sells* 


* Food 


°6@ 


THE BRANHA}* COMPANY, National Representatives: Atlanta, Charlotte, Chicago, Dallas, Detroit, Kansas City, Los Angeles, Memphis, New York, St. Louis, San Francisco, Seattle 


“It’s going to take years,” said the oracles, “for The Sun to build 


a substantial following of women. ..the ones who zy food.” 


“Because you know how it is with women... creatures of 


habit... don’t like to change newspapers and all that.” 
‘‘Fiddlesticks,”’ said The Sun as it decided to sell food. 


So it built up an outstanding food section ... one of the 


finest in this or any other town in America. 


Ethel Somers, The Sun’s famous food editor, has hit the 
bull’s-eye again and again with her enormously helpful articles 


on marketing, menu planning and meal making in wartime. 


Her great new weekly section, “FOOD IN WARTIME 
and WHERE TO BUY IT,” is a ten-strike. A lifesaver for 


thousands of harried housewives. 


Through The Sun's revolutionary new Food Directory, 
food retailers are advertising ¢hesr stores and their best buys in 
a great metropolitan morning paper, week after week, at an 


unusually low cost. 


Yes. The Sun's food pages produce for consumers, retailers 
g 


and national advertisers. 


And so it is all the way down the line... for whatever you 


BUY UNITED STATES WAR BONDS 


- 


have to sell . . . whether it’s cigarettes, cosmetics, 


household appliances or drugs: 


-~ 
, T 
Bee ; 


_ out of all proportion to 


_ its circulation and cost — 


Take advantage now of this new newspaper situation 
in Chicago. 

1 You need The Sun in any newspaper combination to 
cover Chicago completely, economically and efficiently. 


2 By using The Sun alone you can make a tremendous 
impact against America’s No. 2 market with a relatively 
small expenditure. 


3 Actually you can sell for less in The Sun. 


CHICAGO'S MORNING TRUTHpaper ———" 


THE CHICAGO SUN 
sells 
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HE SUN gives results — 4 
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